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Here’s real, 


low-cost maintenance 


...only $1.13° per year maintenance 
on 10 Brodie BiRotor Meters...with 
average thruput of 3/2 million 
gallons a month. “(per meter) 


Here are actual cost-saving facts about the 
durability of Brodie BiRotor Meters—shown by the rec- 
ords on Richfield’s Colton Bulk Plant in California: This 
plant was put into operation in March, 1956 with 10 
Brodie BiRotor Meters and accessory equipment. Aver- 
age thruput is 344 million gallons per month — gasolines, 
kerosene and diesel. Total expenditure for 3 years on 
maintenance for BiRotor Meters, Brodimatic Counters 
and Printers, and Strainers has been $33.92 —$1.13 per 
meter! Further proof you don’t have to “baby” Brodie 
BiRotor Meters —operate them at full rated capacity. 


REPRESENTATIVES WITH STOCKS AND SERVACE 


This typical Brodie BiRotor per- 
formance proves why world-wide 
acceptance has grown through 
three decades of service. If you're 
planning a metering installation — 
callon Brodie experience—as near 
as your phone! 


RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
CABLE ADDRESS: ‘‘BRODICO" 


MT. VERNON, N.Y., 550 So. Columbus Ave. 

DALLAS 7, TEXAS, 167 Parkhouse St. 

SEATTLE 9, WASH., 221-9th Ave. N. 

CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
LOS ANGELES 22, CALIF., 5401 Sheila Street 
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‘women. A seven-page ad on “what to wear 
touring your Magic Circle.” In the April issue 





4. Special “Travel well Hibben pisenailig | 


CHARM as a tie-in promotion with Saks Fifth 











page ads in SPORTS AFIELD —two this 
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Now five Magic Circle activities... 
all aimed at expanding your market! 


Here’s the full scopeof Ethyl’scontinuing Magic Circle 


program—now in high gear for 1959 on five important 


fronts. The aim: to expand your market for service 





station products by encouraging pleasure driving. 


ETHYL CORPORATION | 
New York 17, N. Y. 





(To obtain more data on advertised products see page 146) 
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No. 70FX5 No. 10F 


No. 70X5 


No. 20F 
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No. 30 No. 30F 


FULL UNRESTRICTED FLOW °¢ EFFORTLESS MOVEMENT 
GREATER LOAD CARRYING CAPACITY * ‘‘O’’ RING SEALED 
CONTAMINATION FREE OPERATION * PERFECT ALIGNMENT 


‘ . No. No. 0 4 
The wide range of sizes and styles of OPW BALL dual” my _— 


BEARING SWING JOINTS offers many and varied 

role} oliteelitelst wm iolmmtohi-lb Mmalolileliiilemmilel let Mol mmelh C1016 
Me. Senn fied viscosity at required temperatures and working 

pressures. 
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daily in flow lines where perfectly sealed, rotating 


No. 60 OPW Swing Joints provide an almost limitless range 
ro} MB Al-P 41 o)(-Mme) ol -ieelilelers 


Join other users of OPW Swing Joints. You can also 


realize economies in your liquid products handling 


Free Catalog F-8 


provides engineering data, sizes, 
styles, recommendations 
and prices. 


. 50X1 No. 40FXS 


Le i 
y 
OPw CORPORATION 


PHONE Kirby 1-5400 
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What's coming up at Des Moines marketing meetings 
Why two top independents sold to majors 
What's ahead for oil in Washington this month 


NPN Battleground 
Should the depletion allowance be cut? ................. 


SPECIAL REPORT: THE U.S. JOBBER TODAY. 





Where jobbers stand in today’s marketing picture 
How suppliers are going after new jobbers 
20 top U.S. jobbers—and how they got to the top 


Management 
NPN Roundtable: How should jobbers diversify? .. 
How a jobber planned his estate for a secure future 
What General Petroleum does to help its distributors . 
How a jobber built ‘the smallest integrated company’ 


Fuel Oil 
What's behind the controlled gallonage trend .. 


Transportation 
For fleet efficiency: ‘Stick to one make,’ says jobber .. 











Merchandising 


Why Shell’s putting humor in its ads again . af 
Cager capers: Basketball pays off for Phillips and Vickers 


Equipment ae 
How a jobber boosts station sales with modern lighting 


Tires-Batteries-Accessories 


What happened at the West Coast TBA meeting 


THE GREEN SECTION DEPARTMENTS 


Ahead of the News ue About Oil People 
Petroleum Indicators Behind Our Headlines 
Supply and Demand Bottom of the Barrel 
Brief but Significant . 
Detroit mance ol , 
In Case You Missed It 
OIL MARKETS AND PRICES often 

Market outlook ........ Meetings 
Refinery/terminal prices “he Money-Making Ideas 
Crude oil prices Regions ........ 
Tank wagon prices sees aks What They're Saying 


Top of the Month .. . 


IT’S A BIG MONTH for jobbers. For one 
thing, there are the big midyear market- 
ing meetings in Des Moines, where 
jobber problems promise to be in the 
spotlight. You'll find a fill-in on eating 
and drinking in Des Moines on page 8, 
and meeting agendas on page 85. 
Some hot issues affecting jobbers are 
on tap in Washington. You'll get a run- 
down of how they stand on page 86. 
Jobbers have been making plenty of 
news lately—switching brands, buying 
new properties, selling businesses. All 
this makes May a timely month for a 
special report on the U.S. jobber. 


WHETHER YOU'RE ON the jobbing or 
supplying side of the fence, you'll find 
valuable operating information in this 
special jobber issue—as you'll see by 
looking to the left. We think it’s must 
reading. 


ALSO MUST READING is the first feature 
in a brand-new NPN series—“Battle- 
ground.” With controversy over the de- 
pletion allowance mounting, NPN pre- 
sents a forum on the subject. Two in- 
formed industry figures square off on 
opposite sides of the question. Inde- 
pendent. marketer Jack Coughlin (who's 
also a small producer) argues for a cut 
in the depletion rate. Defending the 
present rate is Sohio’s newly appointed 
vice president for exploration and pro- 
duction, S. H. Elliott (who used to be a 
aia The fireworks start on page 
7. 


NEXT MONTH: The latest information 
on Detro‘t’s coming economy cars—and 
exactly what they'll mean to your busi- 
ness ... A fabulous success story about 
two jobber brothers who parlayed 37¢ 
into a giant marketing empire ... A 
look at the new king-size tank cars and 
how they'll affect transportation costs. . . 


HEARD THE ONE 
about the Texan 
who stopped drink- 
ing coffee? You'll 
find it in the Bot- 
tom of the Barrel 
(the new NPN 
humor page), on 
page 179. 
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BULK PLANT CONDITION REPORT 

















TAKE YOUR 
PROBLEMS TO THE EXPERTS... 


‘Your 
Mobil Specialists! 


Mobilgas 


YOU’RE MILES AHEAD WITH MOBIL! 


A good safe operation and a low-accident frequency 
rate will result in reduced insurance rates. To help 
achieve that goal, Mobil offers its Safety Engineering 
Program. At your request, a trained specialist will be 
glad to help analyze the trouble and make definite 
recommendations. Additional experts are available to 
assist you with other tough problems too. For in- 
stance, help you reduce loading time . . . help select 
the best manpower available . . . help institute man- 
agement procedures that make running a business 
easier—and more profitable. 

That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He's your 
direct line to the specialists. 


Tune in ““TRACKDOWN” every week, CBS-TV. 
See your local paper for time and station. 


SOCONY MOBIL OIL COMPANY, INC., and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 
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Behind Our Headlines 


The Biggest Jobbers 


OR THE FIRST TIME since World War II, NPN 

has attempted to develop a roster of the biggest 
jobbers in the U.S., the only such attempt we know of. 
The result is a feature article, starting on page 95. 

This is a rundown of many. of the biggest jobbers. 
It is not a complete list of all, nor does it pretend to be 
a scientific rating. 

This feature involves only major-brand jobbers, so 
many private-brand jobbers, who are among the biggest 
distributors in the country, are not included. 

How did we do it? At the outset we planned to do a 
feature called “The 10 Biggest Jobbers and How They 
Got That Way.” As we gathered information, we found 
that most of the 10 would be on the Atlantic seaboard, 
with a scattering in the Middle West. We didn’t think 
that would be satisfactory because we wanted repre- 
sentative jobbers from all sectors. 

Regional editors sent in preliminary information on 
large jobberships and estimates of their gallonage. From 
these reports we worked out a list of representative 
biggest jobbers by regions, and then contacted them 
for information. 

It’s worth noting that in the East, a jobber whose 
volume runs 25-million gallons a year couldn’t qualify 
for the biggest-jobber list. In the Southwest, however, 
we found that 15-million gallons was a record. 

Why did we do it? For one thing, there’s a lot of 
interest in big jobbers just because they’re big. In most 
cases, a big jobbership represents substantial business; 
and a big jobber is usually a big man in his community. 
Another thing, the reason for individual success may 
provide useful information for other jobbers who want 

* to grow bigger. 


‘Quick History’ Reprints 


A ahi HAS BEEN a lot of reaction to NPN’s 

“Ouick History of Oil Marketing,” which ap- 
peared in the February Golden Anniversary Issue. Arch 
M. Ault, director of sales for Premier Oil Refining Co. 
of Longview, Texas, recently cited it as recommended 
reading for both young and veteran marketers, in an 
address to the Texas Oil Jobbers Assn. 

To fill the requests for reprints, we have had a special 
version printed. It contains brief histories of fuel oil, 
equipment, TBA and transportation along with the 
basic ‘Quick History.’ Consolidated this way, it’s just 
about as complete and painless a chunk of history 
you'll ever find. 

Extra copies of the consolidated Quick History 
are now available through our Reader Service depart- 
ment. You can use the handy card on page 147 to 
order. 


Thasidiagihe. Editor 
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Dual meters solve 
problems of handling 
two fuels with one 
1500-gallon truck. 
Separate systems 
for high and low flash 
products put end 

to contamination. 





. . to tank truck in Wisconsin 


ACCURACY 


factor in selecting meters 











Imagine 20 million gallons of gasoline billed 
through just one meter in one year! You're looking at 
it in the photo at left. And this is not unusual... 

a busy meter handles more than you think. 


It’s a powerful reason why accuracy is the one 

most important criterion in buying meters. This goes 
for loading-rack meters and tank truck meters both. 
Accuracy is far more important than a cheaper price 
tag or lower loss of head, for instance. Think how 
much profit your own meters, big or little, could lose 
if accuracy slipped even a fraction of a percent. 


Make sure you get true three-dimensional accuracy 
in your meters. Look for (1) accuracy at the 

most frequent flow rate (most meters can do this); 
(2) accuracy that’s steady over a wide flow range 
(this is harder to find) and (3) accuracy that’s 
sustained over many years... accuracy that doesn’t 
drift every time you turn your back ( Neptune has it). 


Neptune’s fine reputation and leadership is based _ 
on true three-dimensional accuracy. Make your 
own tests over the years. Ask your neighbors, 

or ask your Neptune representative for evidence. 


Neptune’s accuracy is something you can bank on. 


"eee 


NEPTUNE 
METER 
COMPANY 


19 West 50th Street, 
New York 20, N.Y. 


for a hette r meds 





Going to Des Moines This Month? 


If you plan to be there for the spring 
marketing meetings (see page 87), be 
sure you take this guide along with you 


HE LOCAL CONVENTION BUREAU describes Des Moines 

as having a wide variety of business and industry, 
some 200 churches to accommodate the spiritual needs of 
its 182,200 residents, 10 hospitals with 2,000 beds to take 
care of its ill, and more than 100 home and branch offices 
of insurance companies. It is famed for gardens—at their 
prettiest in May—and is home for Meredith Publishing 
(Better Homes & Gardens). 

If you're visiting Des Moines for the first time, you'll 
find it an architecturally attractive and orderly city in 
which good hospitality and good restaurants abound. 
You'll also find that like the rest of Iowa, it’s dry— 
technically, at least. 

To assist you in procuring a drink in Des Moines, as 
well as getting something good to eat, NPN canvassed 
local oil men for advice and had staff researchers check 
out local hasheries and watering holes. 


Where to Eat—Well 

Here’s the food picture (see map at right for locations) : 

@)Steak Ranch—At 10th and Walnut in the Hotel Des 
Moines, the city’s newest steakery features hickory char- 
coal broiled meat in a western atmosphere. Hotel prices; 
black-and-white cowhide upholstery adds a few more 
quarters to the tab. 

© Babe’s—Serving top-notch Italian dishes at 417 6th 
Ave. Prices range from $1.50, for an Italian dish, up to 
$4.50-$5 for steak-chop meals. Closed Sundays. 

© Country Kitchen—At 4th and Walnut in the Hotel 
Kirkwood, you can enjoy breakfast, lunch or dinner in 
early American atmosphere—and for certain items, pay 
something like early American prices. Once in the steak 
class, however, prices are strictly Space Age. 

@ Rocket Room—At 4th and Locust in the Hotel Savery, 
with all meals at popular prices. Air-conditioned, with a 
24-hour-a-day Food Fountain. 

@King Ying Low—At 223 4th St., across from the 
Hotel Kirkwood, is “the oldest Chinese-American eating 
place in Iowa.” Air-conditioned, convenient to Savery. 

Not. shown on the map, but worth investigating, are 
three other restaurants, mostly renowned for steaks: 

Johnny and Kay’s—Opposite the airport at Fleur 
Drive and Leland, and regarded by many as the best in 
town, Featuring prime steaks, charcoal-broiled chickens 
and seafood. Seats 275; can be reached from downtown 
for about $2. 

Rocky’s Steak House—Also on the way to the airport, 
at Fleur Drive and Stanton; you can get here for about 
$1.40. Steaks, roasts, chicken and seafood. 

Vie’s Tally-Ho—At 5601 Douglas Ave., Vic advertises 
“exquisitely prepared” prime beef and steaks. Cab tab 
$1.40. 


How to Get a Drink 


Most of the restaurants listed above hold one of the 
city’s 254 Class B liquor licenses, permitting them to 


we 


Des Moines 








serve beer. Most will also provide setups for private party 
groups that bring their own bottles. 

But getting a bottle isn’t easy. Since 1934, all liquor 
stronger than beer has been sold through a network of 
state package stores scattered over Iowa. To make a 
purchase, the would-be customer must obtain a special 
Iowa permit (good for a year and costing $1), which 
records the holder’s name, address, age, occupation, 
physical description and signature. The customer presents 
this permit along with a written order for whatever bottle 
he wishes. A package store clerk checks the signatures 
as well as the physical description, and enters the purchase 
in the permit book—which thus becomes a record book. 

Permits are cancellable at the request of a close relative, 
clergyman, policeman—or if the store clerk feels the 
holder is giving his book too much action. 

The bulk of liquor bought this way is consumed in 
homes. But a large amount heads for the numerous bottle 
clubs that dot the city. 

There are three first-rate private clubs in Des Moines. 
Most exclusive of these is the Des Moines Club. Also in 
the “plush” category are the Bohemian Club in the Hotel 
Savery and the Embassy Club in the Fort Des Moines. One 
catch: if you’re from out of town, you must go as guest 
of a resident member. There are a few other small clubs 
that charge a nominal ($3-$4) membership fee. You bring 
your own bottle; it’s tagged with a number and the club 
provides setups, generally for 35¢ a glass. On these smaller 
clubs, a word of warning. 

The city police’s vice detail keeps a careful eye on 
these clubs. If an irregularity is unearthed, everyone in 
the place visits headquarters. The charge is “frequenting 
a disorderly establishment,” and the fine is reportedly 
$10, payable the following A.M. 

If you visit these clubs, be sure you (1) join, and (2) 
bring your own bottle. Three clubs that NPN found 
pleasant and policeless are the Tally Rand, upstairs at 
437% Kehoe; the Candid Club on 6th Ave. North (floor- 
shows), and the Red Castle Club, small but cheerful, in 
the rear of Bucknam’s Restaurant at 19th and Ingersoll. 
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NewYork? | POWER- 
FOR EVERY SERVICE! 





World Petroleum Con- 
gress is technical, but 
offers something for all 


pe for . technologists, the 
World Petroleum Congress isn’t 
aimed primarily at marketers. But 
the week-long program offers some- 
thing for almost everybody. If you 2 ay ars clear it... sports 
expect to be in the New York area |= . The lowest ¢ r. Runways only 
May 30 to June 5, you may want to |% ss . and passenger oor. Automatic, 
drop in: you’ll rub shoulders with an  # : k. Quicker 
estimated 6,000 oil men from over ; 

50 countries. 


The Place—Headquarters is the 
New York Coliseum, at 59th St. and 
8th Ave. Eleven big rooms seating 
300 to 550 will be specially built for 
the WPC; all will be on the third 
floor. Technical meetings will be held 
there, and only registrants (fee $15) 
will be admitted. On the first two 
floors will be an oil exposition, 
expected to attract some 20,000 
visitors. 


The Program—=In addition to 
straight exchange of technical infor- 
mation, the WPC aims at. manage- 
ment development through exposure 
to technical developments in all areas 
of the industry. It should also provide 
a preview of future trends affecting 
oil men in every segment. 

From June 1-5, 285 papers (length: 
about 20 minutes, plus comment and 
discussion) will be presented in 100 
technical sessions. Several sections 
and papers’ promise to be of interest 
to marketers. Examples: 


Processing—‘“The Refiner Looks at 
Cars of the Future,” “Processing 
Needs for Higher Quality Fuels.” 


Utilization of Oil Products—Papers 
on multifuel engines, turbine engines, 
turbine fuels and additives, “Trends 
in Marine Lubrication,” “Clean Effi- 
cient Combustion of Heating Oil,” 
“Industrial Applications of Residual 
Fuel Oil.” 


Transportation—“The Truck Dis- 
patching Problem,” “Current Market- 
ing Research Methodology in the 
American Petroleum Industry.” 


A symposium on atomic energy 
will be an important feature of the 
Congress. 





——~ 


THE WAYNE PUMP COMPANY  .- Division of Symingta&n Wayne Corporation 





Report No. 5 on trends in service station lighting 











Island lighters sles floodlights 
give dramatic, high-level lighting 


Revere lighting for this service station plays a big role in keeping 
business at a high volume in spite of steadily increasing com- 
petition close by. The dramatic appearance it presents to 
motorists attracts their attention and makes the station look 
more inviting. The initial average of 40 footcandles on the 
service area is achieved with Revere Fluorescent Island Light- 
ers. Incandescent floodlights mounted above the island lighters 
provide additional light for the perimeter areas. 


High-level lighting like this not only draws in customers, 
but makes it easier for attendants to service cars quickly and 
more thoroughly, assuring customer satisfaction. Increased 
visibility results in higher gallonage and boosts sales of oil, 
batteries and accessories. 


This installation features Revere No. 9700 series Fluorescent 
Island Lighters and Revere No. 4200 series floodlights, The 
gracefully upswept design of the island lighters spreads the light 
uniformly and efficiently, and lends a dramatic appearance. 
The floodlights are used to increase light intensity beyond the 
islands and also to light perimeter areas and approaches. For 
complete information on Revere outdoor lighting for service 
stations, write for catalog. 


1. Eight Revere No. 9708-VP Fluorescent Island Lighters 
with V.H.O. lamps provide high intensity lighting for the 
entire pump island service area. Fixtures are mounted at 
angle for efficient light distribution. 


2. Eight Revere No. 4213-P Alzak Aluminum Floodlights 
with 1000 watt PS-52 clear lamps provide additional illu- 
mination for perimeters. Six others (not shown) on Revere 
No. 199-G-20 hinged poles provide light for drive-ways 
and approaches. All floodlights are in pairs on Revere No. 
199-K crossarm brackets. 


3. Four Revere No. 462-220-AW octagonal tapered rigid 
steel poles, fitted with air and water outlets, support the 
floodlights and Island Lighters. Island Lighters are pendant 
mounted 14 ft. above grade on fixture brackets supplied 
with the poles. 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. « 


7420 Lehigh Avenue 


Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 © Chicago Phone: SPring 4-1200 © Telegrams: WUX Niles 
In Canada; Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


(To obtain more data on advertised products see page 146) 
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About uniforms for dealers . . . tanks that won't 
stay put ... the path of fuel oil progress... a 
jobber’s building plans . . . honor roll addition 


To THE EpiTor: 

I buy uniforms for my men be- 
cause I want them to change each 
day (“Why Dealers Don’t Buy Uni- 
forms,” Mar. pl37). Each man is 
assigned five. 

If you rent uniforms, quite often 
your men are “sloppy” even though 
the uniform is clean. The renter 
wants to get as much mileage as 
possible and keep the uniform in serv- 
ice as long as he can patch it and 
get the dealer to accept it. 

Buying uniforms is the cheapest 
way of doing the job. The employe 
who knows the uniform is rented does 
not have as much interest in keeping 
it in good shape, and the dealer him- 
self is not too much interested. Not 
nearly as much as if he buys the 
uniform. .. . 

Neatness is indicative of the type 
of work done, and it pays to be neat. 

JOHN COSTELLO 

G. W. Esso Service 

2424 Virginia Ave., N.W. 
Washington 7, D.C. 


Floating Tank Problem 


Yesterday at our newest station one 
of our 4,000-gal. storage tanks floated 
out of the ground when it was half 
full of gasoline. We would like your 
advice on the prover way to anchor 
tanks so they will stay buried even 
if empty. 

The tanks we used were 6 ft. in 
diameter and 19 ft. long. We buried 
three in one hole with about 6 in. 
of space between them. After putting 
the tanks in the hole the entire area 
around and over the tanks was filled 
with sand. Then on top of this about 
20 in. to 24 in. of dirt was placed. 
The tank which floated out was the 
middle tank. It was one of two that 
were manifolded together, and when 
it started to float had about 1,900 
gal. of gasoline in it. At the present 
time the other two tanks are still in 
the ground and we have them com- 


ene -aree <n 


COMING IN 
JUNE 
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pletely filled, hoping they will stay in 
place. 

W. J. DELANO, Jr. 

W. J. Delano Oil Co. 

St. James, Mo. 


If the tanks have not been in the ground 
very long your trouble may be tem- 
porary. When the ground settles, they 
probably will not float. 

In areas where high water and flood 
condit‘ons are a problem, you can an- 
chor tanks in place either by strapping 
the tank to a heavy concrete slab placed 
below the tank or by pouring a con- 
crete slab above the tank. 

It may also be possible to hold the 
tank with a device—a sort of screw 
anchor —that can be set into the 
ground below the tank. This method 
depends on the nature of the soil. 

We also suggest you consult an oil 
equipment jobber in your area. He will 
probably have some helpful ideas. 

Good luck. 


Accentuate the Positive 


There is no doubt that the trade 
press has had an important part in 
awakening the oil heat industry to 
the dangers which it faces through 
gas competition. . . . The call for a 
united industry has been heard loud 
and clear these past two years. 


It has now become quite clear that | 
industry leaders in high places have | 
become very definitely aware of the | 
problem and have set in motion action | 
to see that the protlem is resolved. | 


Now is the time for the press to 
take a close look at the progress that 


has been made in the past 12 months | 


to make a searching self-analysis to 
determine just how far we’ve come— 
first, with a giant step forward to- 
wards the future through. research; 
and second, with a positive step in 
the direction of a single national oil 


heat organization. It would be well to | 
self- | 
analysis that there are two ways of | 
motivating people—fear of punish- | 
ment and promise of reward. Built | 


remember in this searching 


e What Detroit's new ‘economy cars’ will mean to you 
e Behind the Southwest's skid-tank price battles 

e How king-size tank cars can affect transport costs 

© What happened at the Oil-Heat Institute convention 








quolity forged 
—precision machined 
Uniform wall thickness 


A = Ay 
Superior quality forged body 7 
— precision machined 
—accurate tolerances 


Recess retains gasket 
in coupler ond assures 
proper plocement 


your best buy is 


EVER-TITE 
-the best quality | 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Matleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 
predetermined in 
manufacture so you 
can be sure with 
dee ER «OEVER-TITE. 
and : The EVER-TITE 
Coupler 5 trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y. 


@ EVER-TITE 
Stondard 


EVER-TITE 
Shank 
Hose 

Coupling 


EVER.-TITE Dust Protectors 
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SELL MORE CONSUMER ACCOUNTS WITH BENNETT 


age 


Handsome Fleet Jr. pumps will help 
you open new consumer accounts. 
These modern, efficient pumps 
bring your customers 3-way fueling 
economy... 

1. Accurate control of fuel costs 

2. Easier, faster, safer refueling 

3. Padlock provision ends pilferage 


And Fleet Jr. pumps are inexpensive 
for you to operate and maintain! 
Heavy gage steel housing over strong 
welded chassis withstands rough 
treatment. Working parts easily ac- 
cessible for inspection, adjustment. 


Get higher volume deliveries and 
more business from the pump that 
saves two ways — less maintenance 
for you; more fueling economy for 
your customers. See your Bennett 
representative. 


© DIRECT DRIVE ROTARY VANE PUMP 
© HORIZONTAL REGISTER 


PERFECT DIAL READABILITY— 
REGARDLESS OF VEHICLE SIZE 


BUILT-IN STRAINER AND CHECK & 
BY-PASS VALVE 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION e MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg * Vancouver 
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Letters 


into the first, however, is a booby 
trap—if administered in too heavy 
doses, it kills the incentive to fight. 
The alarm has now been rung so 
loudly and long that the troops have 
moved to action. 

Now let’s look for a positive in- 
centive to move ahead. Let’s analyze 
carefully the real opportunities that 
lie in our industry and stress them. 
The trade press is a vital weapon in 
the industry’s arsenal. As a weapon of 
leadership, however, it must begin to 
accent the positive. 

If the press can unify the different 
marketing groups and lead the way 
to motivating the great numbers of 
dealers and jobbers to move ahead 
jointly, tremendous progress can be 
made. If the press can take this step 
now, recognizing the situation as it 
stands, calling a spade a spade, 1959 
will not be looked at as another year 
of delay but another step towards 
fulfillment of a substantial future for 
oil heat. 

THomas J. Scott 
Buckley & Scott 
Watertown, Mass. 


Two Canopies Coming Up 


» We appreciate the article about 
our new modern service station 
in Tampa (“Jobber Station Goes 
Modern,” Mar. p115) and the very 
fine manner in which it was reported. 

You might be interested in know- 


| ing we are presently planning to build 


two more stations with this same de- 

sign this year. One will have two 

canopies and should be some improve- 
ment over the first one. 

J. H. WiiiaMs, Jr. 

J. H. Williams Oil Co. 

Tampa, Fla. 


| Another Veteran Distributor 
| ® We in the oil game often hear the 


statement made that “the squeakin’ 
wheel gets the grease.” Before we 
ask for a bit of grease from you, 


| may we doff our battered fedora to 


| 
| 
| 


| your Honor Roll of Veteran Dis- 


| tributors 


you for your wonderful 50th Anni- 
versary Issue in February. It is a 
masterpiece. 

Did we goof or did you? Our 
company would like to be added to 


because we have been 


| around 50 years, and are still going 


strong. Our management still remains 
in the hands of the original founder’s 
family. Our president, G. Clemens 


| Theisen, is the son of the founder, 
John J. Theisen. 


P. J. MCMULLEN 
Vice President, Sales 
Theisen-Clemens Co. 

St. Joseph, Mich. 
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Isn’t THIS what you want in an Z 
UNDERPUMP CHECK VALVE? 


4111 * 1%” ball 
check valve 





Wi, 


Wie 
CZ, 


WRITE FOR FULL DETAILS AND SPECIFICATIONS 
BUCKEYE IRON & BRASS WORKS, Dept. N 


Box 883, Dayton 1, Ohio 


QUALITY VALVES & FITTINGS 
FOR THE OIL AND AVIATION INDUSTRIES 
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SERVICE, above all? Full-flow without vibration or 
restriction? Positive seating? And don’t you want full 
and easy accessibility for service? We’re sure you do 
... and we’re sure you'll like the new Buckeye Model 
4111 Ball Check Valve! 


NEW EASE IN MAINTENANCE 


Should service be necessary, slide hasp off the face 
plate, turn and remove. The nudge pin inside face 
plate lifts ball off “O” ring seat enough to drain line 
above valve. Service without removing valve from line 
or breaking pipe connections. 


LOW PRESSURE DROP 


New design features a chip-proof phenolic ball which 
affords a stream-line flow. This, plus oversize body, 
reduces pressure drop well below that of conventional 
disc or poppet designs. (See graph.) Cast guides, inside 
the body, guide the ball as it lifts from seat. 


Available in- several combinations for connection 


vio P81) 
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FRANK SUMMERS, 
owner of this at- 
tractive oil station. 


FRANK SUMMERS’ Standard 
Oil Station, Louisville, Ky. 


THE NATIONAL INCENTIVE PLAN stimulates 
interest in increasing sales, and provides 
accurate gallonage and inventory control. 


“Our G@lalional Incentive Plan 


saves us ‘2,000 a year... 


pays for itself every 18 months!’ —Frank summers’ Standard Oil Station 


Louisville, Kentucky 


“Our National Incentive Plan has in- 
creased my employees’ and my own 
earnings and, at the same time, made 
our jobs easier,” writes Frank Sum- 
mers, owner. “It is the greatest profit 
booster I’ve seen in my 22 years oper- 
ating gas stations. 

“‘My employees are now more inter- 
ested in making extra sales because of 
the commissions they receive. The 
National Incentive Plan boosts sales 
and also cuts losses by providing ex- 
cellent gallonage and inventory control. 
By mechanically posting credit sales, 
it eliminates the cost of bookkeeping 
fees by supplying monthly statements 


for each vehicle serviced on fleet ac- 
counts. Our National also provides 
breakdowns in each sales category. 
“Any station operator interested in 
improving his business should investi- 
gate the National Incentive Plan. Our 
records show it saves us $2000 a year 
... pays for itself every 13 months.” 


owner of Frank Summers’ 


Standard Oil Station 


THE WATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly ; 
through savings, then 

continue to return a 

regular yearly profit. 

National’s world-wide 

service organization 

will protect this profit. 


“TRADE MARK REG. U.S. PAT, OFF. 


_ CASH REGISTERS + ADDING MACHINES 
x ACCOUNTING MACHINES 
_ wer paper (NO Carson ReQuinen) | 
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Money-Making Ideas 





SPACE AGE merchandising. This 38- 
ft. replica of the army’s Redstone 
missile is a sure-fire eye-catcher. Mid- 
Ten Oil Co., Phillips jobber in the 
Nashville, Tenn., area (see Regions), 
sends it around to all its stations. The 
rocket has been found especially ef- 
fective for station openings and 
special promotions. 


$ 


“HAVE BROOM, will sweep,” reads 
a sign in front of a Durham, N.C. 
Pure station. It’s a twist on the “Have 
gun, will travel” theme and a way to 
draw trade. 


LITTLE LEAGUE baseball season is 
starting. If you aren’t sponsoring ‘a 
team this year, start working toward 
that goal for next season. There are 
few better advertisements than your 
name on a uniform worn by the son 
of a car owner. 
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JOBBER ADVERTISING ¢an_ be 
topical. Gulf jobber Mort Dimet of 
Niagara Falls, N.Y., writes parodies 
on current hit songs and spoofs recent 
political events, for use on local radio 
shows. During the visit of Soviet 
deputy premier Mikoyan, for instance, 
a distinctly Russian voice, identified 
as the “Roving Russian Reporter,” 
made a pitch for Gulf tires. 


$ 


CREDIT COSTS got you down? 
Here’s a gimmick that could help you 
over the hump. Direct mail houses 
will pay you for the rental of your 
customer lists. Your advertising 
agency can probably put you in touch 
with several mail firms, who will give 
you price bids and mechanical details. 


$ 


HERE ARE MORE Centennial Cele- 
bration ideas. The American Petro- 
leum Institute is offering material 
suitable for use at stations. A window 
poster and a revolving window dis- 
play unit will draw customer atten- 
tion to the 100-year theme. An illus- 
trated booklet will also be produced, 
sketching the history of the oil 
industry. 
$ 


ONE OUT OF FIVE American fam- 
ilies moved in 1958, says the U. S. 
Commerce Dept. This means you or 
your dealers may have lost 20% or 
more of their old customers—just 
through normal neighborhood turn- 
over. Find out who your potential 
new customers are—ask the mailman, 
gas or electric man, milkman, news- 
paper carriers. Then pay the new- 
comers a neighborly call and let them 
know you'd like their business. 


$ 


INCENTIVE PLANS work on the 
driveway. Why not extend them be- 
yond? Marketers who sell both gaso- 
line and fuel oil can take advantage 
of selling talents of driveway attend- 
ants by offering commissions for 
home fuel oil accounts they line up. 
Customers who trust the attendant to 
care for their cars may trust his 
recommendation on burner service 
and fuel. 





ron FASTER 
SAFER 


LOAD HANDLING: 


WATSON 


*\wW° 
WEIGHTLIFTER 


ELEVATING 
TAILGATES 


*% SERIES 1100 (1100 Ib. capacity) 
*% SERIES 1300 (1300 Ib. capacity) 


FOR STAKE & VAN TRUCKS 
% TO 244 TONS 
Check these important features: 
% Power closing, automatic locking 

standard equipment ! 

% Single lever, single cylinder control! 
% Greater capacity per pound of in- 
stalled weight ! 

% Fast operation—full load lift to 
451/,” in 11 seconds (1100), to 51” in 
13 seconds (1300). 

# Added safety—maximum lowering 
rate positively controlled to prevent 
“crashing”; load stops instantly if lever 
is released; all platforms of safety plate. 
% Low cost—only $520 for largest ser- 
ies 1100 model, $537.50 for series 1300 
(f.0.b. Emeryville; you install—it’s easy!) 


WATSON WEIGHTLIFTERS = yo for 
all pic . Write today for free literature; 
t loatien Dept. as 


| WATSON 
COMPANY 


1316- 67th St. © EMERYVILLE 8, CALIFORNIA 
1606 Laskey Read * TOLEDO 12, OHIO 
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istributor 
Team 


BLUEPRINT FOR FUTURE: John Lee, head of the Lee Oil Company, Rocky 
Mount, North Carolina, and his son, Ted, look over blueprints of one of their 
service stations being rebuilt. They are another Father-and-Son team scoring 
notably as Independent Richfield Distributors. 


“What A Wonderful Future” 


says John Lee, 
Independent Richfield Distributor since 1946 


“When we became Independent Richfield Distributors 13 years ago, 
we knew we'd build good will with Richfield petroleum products,” says 
John Lee. “But I had no idea we’d build such a solid, successful future 
for my son, Ted. Our gasoline, motor oil and heating oil gallonage 
keeps going up and up! 


“Believe me, petroleum is the right business to be in, and Richfield is 
the right company for the independent marketer. Richfield doesn’t 
overlook a thing in supplier help and cooperation. Yet, you retain your 
full iridependence. Both Ted and I heartily recommend an Independent 
Richfield Distributorship to any man!” 


WOULDN'T YOU like to become an Independent Richfield Distribu- 
tor with all its advantages? Write, wire or phone Richfield... now! 


a 
=\ RICHFIELD 
ss 

} 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17, N.Y. 


Serving the Eastern Seaboard from Maine to Florida 








What They're Saying 


About consumer appeal 
... Marketing subsidies 


... showing a profit 


¢¢ It may be we can still sell the 
sizzle instead of the steak, but nowa- 
days we must be sure there is some 
steak below the sizzle. Possibly 
women will no longer choose a brand 
of cigarettes because of advertisements 
portraying some social leader smoking 
the same brand. Perhaps gasoline ad- 
ditives have to be more than just 
initials. Intelligent marketing planning 
must recognize that increasing con- 
sumer sophistication will change many 
current marketing practices.” Robert 
O. Law, manager, economics depart- 
ment, D-X Sunray Oil Co. 


¢¢ Start fighting and prove you 
[jobbers] individually fill an essential 
economic function in the distributing 
system—or fail. This warning doesn’t 
come from any safe coaching-box on 
the sidelines. It applies just as much 
to the marketing department of Gulf 
Oil Corp. as to any of you. Believe 
me, in my department we must stand* 
alone on our shoe leather. We have no 
props, no subsidies, no formula for 
justifying our salaries by selling at a 
loss. And our personal jobs are at 
stake just as much as your business 
is.” C, J. Guzzo, marketing vice presi- 
dent, Gulf Oil Corp. 


«C We recognize that making our 
viewpoint available to Congressional 
committees is a privilege as well as an 
obligation, but we wonder whether 
there is not a tendency on the part of 
some Congressmen to use the hearings 
as a means to achieve wide publicity 
for unsupported charges, often several 
weeks before the company concerned 
has an Opportunity to present its 
testimony.” B. Brewster Jennings, 
chairman of the board, Socony Mobil 
Oil Co. 


¢¢ All of them may as well quit 
arguing that we have no place in 
marketing and accept us, because 
transmission companies are in it to 
stay. We intend to be a major, inte- 
grated oil company.” R. R. Dean, 
president, Bay Petroleum Co., (a div- 
ision of Tennessee Gas Transmission 
Corp.) 


NPN‘s Saying-of-the-Month 





¢¢ If I do not show a profit from 
marketing operations in 1959, I will 
be looking for a job on Jan. 1, 1960.” 
Stanley D. Breitweiser, executive vice 
president, D-X Sunray Oil Co. 
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Jobbers: The Fit Will Survive 


Tighter margins ahead 
demand top efficiency, 
says Gulf's C. J. Guzzo* 


«¢ The handwriting of coming fail- 
ure for those who do not adapt to new 
conditions shows on the wall. 

. . We all know oversupply is 
here; and no one can foretell when it 
will end. It means just this: the 
fiercest oil marketing struggle of the 
past quarter century has descended 
upon us. You jobbers, along with 
everyone else in the industry, can 
survive only by getting up on your 
hind legs and fighting for the very 
existence of your businesses. 

You have a simple choice to make: 
start fighting and prove that you in- 
dividually fill an essential economic 
function in the distribution system— 
or fail. 

- - To succeed competitively, I 
urge you to get rid of false hopes 
which can lull you into an unrealistic, 
treacherous sense of security. What 
are some of these modern mirages of 
the jobber industry? I’ll mention two. 

e Perhaps the fondest jobber hope 
is for higher margins. I regret being 
a bearer of bad news, but I cannot 
in all honesty see anything in the 
future that makes larger margins 
conceivable. On the contrary, I see 
nothing but the possibility of lower 
realizations because of severe com- 
petition, and this obviously means 
tightening margins. 

e The commercial account pic- 
ture ... has also engendered excessive 
expectations. Here you have been 
caught in an historic shift in the role 
of wholesaler jobbers that extends in 
varying degrees across all industry 
lines. 

.. . It is a well-known fact that in 
the large commercial accounts who 
have the power for quantity buying, 
you have suffered losses, and it is 
likely that these losses will continue. 
After all, the practice of big con- 
sumers buying direct from manufac- 
turers is well rooted in American 
industry. 

... In most . . . other problems 
. . . I see reasonable hopes for con- 
structive solutions by those of you 
who will act with the competitive 
vigor required. 

. . I think our alarm over [the 


*Highlights of a speech by Charles J. 
Guzzo, marketing vice president of Gulf 
Oil Corp., to the Illinois Petroleum Mar- 
keters Assn. 
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Guzzo: The handwriting’s on the wall 


private brander] has frequently 
pushed us into moves which are both 
unnecessary and unwise, 

. . In every field of retailing a 
place exists for the merchant who 
sells on price alone; but the aggressive 
merchandiser of quality and service 
attracts the lion’s share of the mar- 
ket. é4 

As for the problem of service sta- 
tions being overbuilt, it seems to me 
there has been too much talk about 
it. . . . If a marketer wants to build 
one and sees a profit in it, he'll build 
it. If it’s profitable, he has filled a 
public need; if not, the station goes 
out of business. 

The only kind of stations you 
truly need to fear are your own mar- 
ginal and unprofitable ones. 

.. » Your salvation cannot be pro- 
vided by your supplier, who has 
nothing in his financial structure to 
justify subsidizing you. It cannot be 
provided by Congress, which can ab- 
sorb you in a system of bureaucratic 
controls but is powerless to create 
wealth for you. No, you have got to 
do the job yourself! 

. . Better cost and operational 
analysis are essential. Under today’s 
circumstances, no marginal or non- 
productive expense can be tolerated. 
Not one surplus truck can be main- 
tained. All non-producers On your 
payroll are unjustified. 

. . . You have been the industry’s 
marketing experimenters to a far 
greater degree than your rigidly or- 
ganized and often ponderous supplier. 
Yours can continue to be the role of 
pioneering oil marketers in the fu- 
ture. 

. . . From here on in there will be 
no coasting on past records. You’ve 
got to fight as never before to earn 
a role in the future.99 





PERSONALIZED 
PRACTICAL 


GIVEAWAYS 


AND GOODWILL BUILDERS 


LOW COST, LONG-LIFE 
PROMOTIONS THAT 
BUILD GOODWILL 


OILERS 
with 
YOUR 
IMPRINT 


IDEAL FOR 
HOME 
OFFICE 
SHOP 


Attractive as they 

are useful... these 
handy little oilers are 
wonderful goodwill 
dispensers, too! They’re 
tops with both men and 
women. 


LUB-A-KIT 


with your IMPRINT IN GOLD 


Three famous specialized lubricants in a 
handy reusable plastic case. YOUR IM- 
PRINT in gold on cover. LUB-A-KIT is 
nationally advertised at $1.00, but it’s 
available in quantity at amazing low cost. 
A practical, attractive gift or self-liquidat- 
ing premium. 


LUB-A-PAK 


with YOUR NAME IMPRINTEC 


Another reusable -size 


. A quality gift at 
lowest price! 


SPECIAL SERVICE 
FOR OIL COMPANIES 


Panef will package your oil in 
this clear, clean plastic dis- 
nser imprinted with YOUR 
AME. It’s a sure-fire pro 
motion that combines long-life 
and good will. 


Write for complete information and prices. 


PANEF MFG. CO 


116 € WALNUT ST © MILWAUKEE wis 
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FACTS FOR JOBBERS FROM PURE OIL: 





PURE gives you a 
head start in the 





truck stop business 


PURE’s 24-state network of modern, high-volume TruckStops is the 
largest and finest in the country—now more than 220 stations. The 
PureTruck station sign and the services it offers are well recognized 
by over-the-road truckers. As a Pure Oil jobber you benefit from 
PURE’s experience and reputation in TruckStop operations. 


Here are more reasons why you should 
investigate the PURE franchise: 


PURE believes in jobbers —Jobbers are PURE’s best 
means of distributing products in much of its market- 
ing area...over 40% of PURE bulk plants in 24 
states are jobber plants. 


Day-to-day operations— We'll help you iron out kinks 
in product handling, warehousing, delivery . . . build- 
ing and equipment maintenance . . . paper work, too. 


Future planning—PURE’s experts in financing, mar- 
keting, and business management give you practical 
help with your future plans. 


New business—Field-tested sales programs help you 
develop profitable farm, fuel oil, car dealer, fleet, and 
industrial accounts. 


Isn’t this the kind of company you’re looking for? 
Why not get all the facts? Just write or call the Dis- 
trict or Division Manager in your area, or Retail 
Marketing Department, The Pure Oil Company, 
35 E. Wacker Drive, Chicago 1, Illinois. 


It pays to BE SURE WITH PURE 


Truck Stop 


Now—over 220 PureTruck stations 
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The West 


New Tidewater gasoline 


draws competitors’ fire 


TIDEWATER OIL CO.’s introduc- 
tion of a new “smog-fighting” pre- 
mium-grade gasoline has stirred up a 
lot of discussion on the West Coast. 
Some oil companies call it a sales 
gimmick that fools no one in the in- 
dustry. 

Tidewater claims it lowers the 
vapor pressure of the _ gasoline, 
thereby reducing the quantity of smog 
elements in exhaust. 

R. L. Minckler, president of Gen- 
eral Petroleum Corp., says, “This is 
the usual practice to prevent vapor 
lock in summer. . . . Tidewater’s so- 
called research discovery has been 
known and practiced in the industry 
for years.” 

He adds that GP will lower the 
vapor pressure of Mobilgas and Mo- 
bilgas Special this year as it has done 
the past 35. 

“A competitor is trying to get 
sales promotion value out of a prac- 
tice universally followed in the indus- 
try,” says Minckler. 

Richfield Oil Corp. says, “Tide- 
water has decided to start its summer 
gasoline sales program a few weeks 
early.” 

Seeing nothing new in Tidewater’s 
“new formula” gasoline, Richfield says 
it’s routine procedure to reduce vapor 
pressure during summer when evapo- 
ration losses are a problem and to 
raise the pressure during winter to 
avoid engine-starting difficulties. 


> Urich Oil Co., operator of a chain 
of self-service stations throughout 
California, has bought two Peacock 
stations. One (in Escondido) will sell 
the Ben Hur brand under Urich’s op- 
eration; the other (at Oceanside), 
leased to White Distributing Co., will 
sell White’s Champion brand. 

The transaction is part of Urich’s 
program to locate outlets in all prin- 
cipal trading areas on main California 
highways. The company then plans to 
extend its operations into the western 
States. 


> Electric heat is after some high- 
gallonage oil business in public 
schools in western Washington. 

Utilities want the school load be- 
cause it means revenue during the 
part of the day in which electric con- 
sumption is slight. 

Low rates are the attraction. A 
Seattle utility offers electric heat to 
schools at 9 mills per kwhr. A Ta- 


New File-A-Way Car-Parker 


A NEW DRIVERLESS car-parking facility has opened in Portland, Ore. 


Called File-A-Way, the 
capacity. 


10-story, aluminum-faced building has a 240-car 


A tire-cradling shuttle lifts the car, regardless of size, onto an elevator in 
a moving tower. An operator on the elevator stores the car in the desired 
location by moving elevator horizontally and vertically. Cars are moved on 
and off elevator by push-button control on the elevator platform. 

The steel-and-concrete building, marketed by File-A-Way Parking Corp., 
Dallas, is said to be able to withstand high wind and earthquake forces. The 
structure can be designed so that it can be dismantled and moved to another 


location. 


coma utility cut its rate down to the 
low that large industrial users pay. 

But oil isn’t giving up without a 
fight. A Tacoma school architect 
specified electric heat for a new 
school on grounds that first-cost was 
50% lower and annual savings would 
be $2,100-$5,900. Oil jobbers chal- 
lenged the figures, contending the 
cost differential was much lower and 
electric heat maintenance costs would 
be higher. 

Oil men have other ammunition to 
use, too. North of Seattle a school 
board put electric heat in two schools 
as an experiment, using oil for four 
other schools. A survey by Washing- 
ton Oil-Heat Institute showed that 
cost of electric heat ranked third and 
sixth lowest, oil was first, second, 
fourth and fifth lowest. 

The OHI chapter adds that auto- 
matic shutoff of electricity to schools 
from 4:30 p.m. to 7 p.m. lessens the 
value of schools for community func- 
tions in cold weather. 


> California service station dealers 
are discussing two proposals to curb 
use of non-taxed gasoline from Mex- 
ico. 

e A state bill requiring all gasoline 
sold in California to be dyed a dif- 
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ficult-to-match color. Cars returning 
from Mexico would be checked to 
see if they contained the same color 
gasoline, says John A. Touhey, exec- 
utive secretary of California Federa- 
tion of Service Stations (CFSS). 

e A San Diego member of CFSS, 
C. M. Stalker, suggests that gasoline 
tanks of cars entering Mexico be 
taped with an official state seal which 
would be removed after the car re- 
crossed the border. 

Retail prices in Tijuana are 21.9¢ 
regular, 24.9¢ ethyl. San Diego prices 
are about the same, but plus 9¢ state 
and federal taxes. 


> Wilshire Oil Co. is rapidly expand- 
ing. The sale of 125 White-controlled 
stations—126 counting the leased 
Oceanside station (see above)—in 
southwestern California and Arizona 
to Wilshire is now official. Gallonage 
of the stations amounts to about 4- 
million a month. In addition to the 
126 stations, White had been deliver- 
ing to about 150 others. 

In the past, White bought all gaso- 
line from Hancock, now part of Sig- 
nal Oil and Gas. Now White will buy 
exclusively from Wilshire. White’s 
Champion brand name will continue 
to be used. 
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Why you should stock 


and sell Purolator 


Your business growth depends on quality 


merchandise and sound, aggressive sales 
support—Purolator gives you the best of both 


Superior Products 

Today’s Purolator Oil, Air and Fuel 
Filters—the new, improved Super- 
Micronic filters—are 20% more 
efficient than any other leading make. 
This important advance is more than 
another example of Purolator leader- 
ship—it’s your assurance of consist- 
ently superior performance that 
protects your reputation for quality 
products and reliable service. 


National Advertising 
Purolator is the first in the filter in- 
dustry to use the tremendous sales- 
power of Network Radio. Week after 
week, during the year, Purolator 
reaches and sells nearly 5 million 
people right in their cars and 10 mil- 
lion in homes, over the NBC ‘‘Moni- 
tor’’ Network. That means Purolator 
is talking to your customers over the 
NBC station in your area, while 
they’re driving; to give you local-level 
support that means business. 


Sales Promotion 
Count on Purolator for the most 


effective programs and promotions. 
Purolator’s traditional Spring Filter 
Check Time, for example, is a key 
sales-building activity of thousands of 
outlets from coast to coast. Free, 
attractive posters, displays and litera- 
ture give you a complete package for 
profit. And all through the year you 
can look to Purolator for timely sell- 
ing support that means greater volume 
and profit for you. 


Modern Merchandising 

The exclusive ‘‘Seal of Protection’’ 
sticker is just oneexampleof Purolator 
merchandising leadership in the filter 
industry. 

The ‘‘Seal of Protection”’ is the one 
and only vehicle today that constantly 
reminds your customer and you when 
it’s time for a filter replacement. A 
‘Seal of Protection”’ sticker is packed 
in every Purolator filter carton. 
Simply put it on the door jamb or 
under the hood to make every sale a 
repeat sale. 


Practical Selling Tools 
Results are the measure—and Puro- 


The Standard Equipment Line 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 
PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 


lator’s sales aids are undoubtedly the 
most successful and rewarding in the 
filter industry. The exclusive Filtair- 
Chek is helping to make Purolator 
Dry-Type Air Filters the fastest sell- 
ing, most profitable line in the 
industry. Yet, the cost of this amaz- 
ing sales device can be measured 
in pennies. 

The new and exclusive Dispens- 
Air-Rack is further evidence of Puro- 
lator leadership. This practical rack 
provides two-way service as a display 
and a complete filter department. 
It stocks both oil and air filters— 
makes selection easy—signals filter 
inventory needs at a glance—saves 
time and money. 


Product Acceptance 

Today Purolator filters are probably 
the best known brand in America. 
Remember, too, that more people 
buy Purolator filters than any other 
make—proof that the fast-moving 
Purolator line of filters for every car 
is your best bet for profit. 


‘*Purolator’’ and ‘‘Super-Micronic’’, Reg. U.S. Pat. Off. 
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Regions 


The Southwest 


High-output rumor mills 
work overtime in Texas 


dle conronsrion 


Stran-Stee! Corporation, Dept. NPN-18 
Detroit 29, Michigan 


ITEMS from an editor’s notebook: 


e There’s a rumor about a major 
buying two station sites in Houston, 
one for $92,000 and another for $60,- 
000. A _ “store- 
type” station re- 
portedly will go 
on the higher- 
priced property, 
while a_ no-bay, 
private - brand - 
type outlet will go 
on the other. 

e Barney Hol- 
land, Jr., Tex- 
aco’s Ft. Worth 
jobber, _ believes 
he has a station 
plan that will overcome lending agen- 
cies’ objections to stations being one- 
purpose buildings. He’s not divulging 
plans now, but says the station will 
be designed so it can be used for 
other things. 

e There’s little doubt that consid- 
erable thinking is now going into the 
so-called private-brand-type outlet. A 
Sinclair agent in Houston plans to 
construct two of what he calls “eco- 
nomy” stations. In New Mexico an 
independent refiner is experimenting 
with a no-bay station under a brand 
different from its advertised one. 

e There seems to be turmoil in 
some supplier marketing departments, 
especially at the field level, a hang- 
over from the recession. Expense ac- 
counts, for instance. It’s said one 
supplier’s field reps can no longer pick 
up meal tabs for commission agents, 
except in a few special cases. 

There are staff reductions in the 
field and consolidations of district of- 
fices. 

One rumor has it that a supplier’s 
marketing people in the field didn’t 
receive the recent general 5% pay 
hike given to refinery workers and 
others. 

e There’s a lot of concern among 
commission agents (and jobbers, to 
a lesser degree) over the “austerity” 
programs of their suppliers. 

A number of Gulf’s commission 
agents express resentment that the 
company didn’t issue them a certain 
type of calendar for their customers. 
Gulf told one agent that the move 
saved over $400,000. 

Some commission marketers say 
the savings has cost them individually. 
Several say farmers especially were 


NATIONAL STEEL 


°STRAN-STEEL CORPORATION 











Please send catalogs on Industrial Buildings and 


Stran-Satin Color. 
Company 


DEALERS EVERYWHERE 





By Marvin Reid 


Rigid-Frame 40’ x 100’ research laboratory with spacious office facilities. 


The low price of an efficient, good- 


looking Stran-Steel building is made 
Our five-year purchase plan, which 


possible by precision mass production. 
Owning one almost always costs less 
than rent payments for similar space. 
requires an initial investment of only 
25%, can be handled by your Stran- 
Steel dealer, who will also take responsi- 
bility for planning and construction, 
if you like. For full information, mail 
the coupon or call the Stran-Steel 
dealer listed in the Yellow Pages under 
Steel Buildings or Buildings-Steel. 


Colorful STRAN-STEEL buildings 


Satin Colors are handsome themselves, 
and blend beautifully with brick, stone, 


green, gray, rose or white). Stran- 
wood or glass. 


For a surprisingly low cost per square 
foot, you can owna good-looking, hard- 
working Stran-Steel building. Designed 


for your specific service or laboratory 
up efficiency. Stran-Steel buildings are 


office need—designed to help you step 
available in your choice of six factory- 
applied, baked-on colors (blue, bronze, 


facility, warehouse processing plant or 


























are made to serve your industry better 


Lengths in 24' or 20’ multiples and a 
full range of widths—with spacious 


column-free interiors. 
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Regions 


disgruntled over not getting calendars. 
In some cases, schools used them. 

e Commission marketers at the 
Texas Oil Jobbers Assn. meeting were 
mostly concerned with bigger prob- 
lems—such as bypass programs. 

There are reports, incidentally, of 
commission marketers being offered 
some type of jobbership, usually by a 
company other than their current sup- 
plier. Oil men wonder whether there’s 
a growing trend of agents going the 
jobber route. 

e The resignation of Ed Fortique 
as sales manager of Eastern States 
Petroleum & Chemical Corp., Hous- 
ton, seems to confirm reports that 
Eastern has cooled to the idea of 
“going branded.” A few stations East- 
ern had an interest in, probably less 
than 20, were built a few months ago. 

e Paul Howell, president of Howell 
Refining Co., San Antonio, believes 
the mandatory imports control pro- 
gram will help him get domestic 
crude for three small refineries he 
operates. Prior to the program, 
Howell found it difficult to buy a par- 


The East 


ticular type of crude he needed. 
Howell sells mostly to private brand- 
ers. 

e The imports control program, 
incidentally, may make some refin- 
eries that have been “on the block” 
more attractive to buyers now. Some 
buyers say increased refining capacity 
means higher imports allocations, 
provided the capacity was in exist- 
ence prior to 1958. 

e A move to get rid of trading 
stamps was started recently by serv- 
ice station dealers in one section of 
Houston. A supermarket grocery 
chain also joined in. However, a 
stamp company official claims he’s 
not concerned. Others believe the 
movement will die unless all stations 
discontinue handling stamps. 

e One west Texas jobber blames 
numerous price troubles on El Paso 
Natural’s dual-brand, miulti-pricing 
system at its stations. But he does so 
admiringly and says El Paso may 
have the answer to true private-brand 
competition—a “fighting brand” it 
can sell as cheap as anybody. 


Jersey gets all employes into the selling act, 
lures range from $2 bills to a Bermuda vacation 


THE 4,500 EMPLOYES of Standard 
Oil (N.J.) and its affiliates working in 
New York have become sales minded. 
Standard, Esso, Esso Export, Esso 
Tankers, Enjay 
and Penola Oil 
are campaigning 
to sell more Esso 
and Atlas prod- 
ucts. They’re get- 
ting headquarters 
personnel and re- 
tired employes in- 
to the act. 
Not only 1s the 
campaign design- 
4 ed to get more 
Cornelius Brodersen = company people 
to understand and speak up for 
company products and sales _poli- 
cies, but it’s also a chance to create 
good will for the company and for 
employes to earn some extra cash. 
Prizes for signed-up business vary 
from $2 for an approved credit-card 
application to $25 for a reseller ac- 
count. Between these are prizes for 
an Esso burner installation; a heating 
oil contract; and new commercial, 
industrial, service station, marine and 
car-agency accounts. 
To keep up interest in the cam- 
paign, special prizes of $50 and $100 
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savings bonds will be awarded every 
four months. The big prize, awarded 
annually, will be a trip to Bermuda 
for husband and wife. 

Results are coming in fast. In seven 
weeks, employes turned in 13,000 
credit card applications and 400 leads 
to other new business. 


> Do oil men know how to act when 
fuel or equipment is blamed for an 
explosion? Here are some who did. 

Recently a boiler blew up in a New 
Jersey garden apartment, killing one 
person and injuring several others. 
The boiler was oil-fired, and news- 
papers said the burner exploded. 

That was all oil men needed. They 
knew something was wrong—some- 
body erred, and they wanted it cor- 
rected. 

Local oil men and Fuel Merchants 
Assn. of New Jersey got busy. They 
got the straight story from the local 
fire chief and other officials and found 
that oil hadn’t caused the blast. They 
arranged a TV interview for the 
chief to explain the situation. 

Oil-Heat Institute was _ interested 
too. Tim Loizeaux, national chair- 
man of the distribution division, hired 
a professional engineer to inspect the 
blast scene and talk with fire officials. 


Their findings were sent to other OHI 
chapters with instructions to seek cor- 
rections in local newspapers. 

Perhaps OHI of Westchester had 
the toughest problem, but it probably 
got the best results. 

A nine-newspaper chain had car- 
ried a wire service report that put 
the blame on the oil burner, but the 
chain wouldn’t carry a correction un- 
less it came from the wire service. 
None came. 

So, OHI of Westchester prepared 
its own story. The papers wouldn't 
use it because OHI of Westchester 
was too far removed from the scene. 
Both agreed to compromise on a fea- 
ture story, but the language was too 
technical and that idea was dropped. 

The next try was an editorial. The 
Westchester chapter, armed with re- 
ports from those who inspected the 
blast and cleared the burner (faulty 
safety devices were actually blamed 
in an Official report), convinced the 
chain that perhaps an editorial would 
clear up the situation. Such an edi- 
torial has appeared. y 


> New Jerseyites are getting the full 
oil-heat advertising message this year 
through three media. 

Oil-Heat Council of New Jersey is 
using five radio outlets in a 13-week 
campaign that began in mid-April. 
More than 700 spot announcements 
will be broadcast early in the morn- 
ing and at night. 

Using radio for the first time, OHC 
selected stations for statewide cover- 
age. 

The radio phase of OHC’s cam- 
paign was the last to get going. 
Earlier, a mewspaper ad program 
started in 23 weekly and daily news- 
papers in all sections of the state. 
OHC has rented 85 outdoor bill- 
boards in eight counties. 

The current campaign ends in 
July, but OHC plans to get going 
again by early fall. 


> Attempts to force jobbers and di- 
rect marketers to split with dealers 
their allowance for collecting state 
gasoline taxes failed in New York and 
Massachusetts. 

The Massachusetts proposal was 
voted down in the House; the New 
York plan died in committce. 

Had the New York measure 
passed, jobber-direct marketer allow- 
ances would have been cut for the 
second time this year. Earlier they 
were cut from 1% to % of 1%. 

Massachusetts lawmakers also 
killed a plan to boost the state’s gaso- 
line tax from 5.5¢ gal. to 6.5¢ gal. 
Legislators believe the need for addi- 
tional revenue isn’t justified. 
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213-H TANK FILLER HOSE 


STYLE WWH TANK TRUCK 
AND CAR FILLER nose 


line. It includes a broad selection to cover every possible oil-handling need. 
Many of them are made with CHEMIGUM — the oil-resistant rubber developed 
by Goodyear. And every one is designed and built for easy handling and 
longer service. 


Make sure your next hose is a Goodyear quality hose — by contacting your 
Goodyear distributor, or writing Goodyear, Industrial Products Division, 
Akron 16, Ohio. 


e « * 
..the big name in hose is... 
Name your hose and Goodyear has it! Whether you’re drilling for oil—refin- 
ing or shipping it — or delivering it right to oil-users’ homes — you’ll find a 
Goodyear hose for the job. 
For the types of hose shown here are only a sample of the complete Goodyear 


GOOD*YE 


Tire & Rubber Company, akon. onio OC MATE GREATEST NAME IN RUBBER 
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Regions 


The Southeast 


New Georgia legislation 
would affect price signs 


A NEW STATE LAW requires 

Georgia station operators to print 

fractions in gasoline prices as large 
as whole numbers. 

As Originally 

introduced in the 

Senate, the bill 

called for abol- 

ishment of all 

price signs except 

those placed on 

the pump itself. 

These were to be 

limited in size to 

10x12 in. Georgia 

petroleum retail- 

By B. E. Barnes &!S, who backed 

the bill in its 
original form, thought this sign re- 
striction would help prevent gas wars. 

A similar bill was vetoed in 1958 
by then-governor Marvin Griffin, on 
grounds that it was discriminatory. 
This year some senators thought the 
1959 bill was also discriminatory, so 
they amended and re-amended it to 
assure approval by the Georgia Su- 
preme Court. 

The senators felt that if gasoline 
stations were limited in their signs, 
grocery and other retail merchants 
would have to be limited similarly. 

As passed, the bill specifies that any 
sign, placard or other means used to 
advertise retail gasoline, shall contain 
One total selling price, including all 
but state taxes. Numbers used to ad- 
vertise price must be of uniform size. 
The fraction must be as big as other 
numerals. 

The Georgia bill doesn’t affect dis- 
play of numerals on pumps. 


> Mid-Ten Oil Co., Phillips jobber in 
the Nashville, Tenn., area, has just 
opened three modern stations. Mid- 
Ten now has built 11 new stations 
as part of a $3-million, five-year ex- 
pansion program. By 1963 it hopes to 
have 50 stations. 

To improve dealer relations, Mid- 
Ten has outfitted a “dealer service 
car,” says president Shade Murray. 
It’s a station wagon complete with 
merchandise displays and other dealer 
aids. A man in Phillips uniform visits 
each Mid-Ten dealer at least once a 
week and helps with anything from 
accounting problems to sales promo- 
tion. 


®» Tennessee jobbers are proving that 
an attractive association building can 
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be more than just an administra- 
tive headquarters. They’ve invited all 
major companies to use the 40-seat 
conference room in the Tennessee Oil 
Men’s building. Phillips and Conti- 
nental have already held meetings 
there. 


Lewis Bell, Shell jobber in Au- 
gusta, Ga., has problems. Not only 
does he expect to have six of his sta- 
tions condemned with the rerouting 
of highways around Augusta, but he 
may lose a $25,000 station on a high- 
way presently being widened. 

Before the highway improvement, 
his pumps were 3 in. off the right-of- 
way. But a recent Georgia law states 
that pumps can’t be within 15 ft. of 
the right-of-way. So, no pumps, no 
station. 

Bell says he can’t file a claim until 
the road improvement is finished. 
But he hopes to get damage payments 
for the condemned stations. 


Canada 


le LS ETE RPO EAE 


Miss Canada unveils new Supertest 
sign for Ontario-Quebec service stations 


Reliance-Supertest Alliance 


Union of Reliance Petroleum Ltd. 
and Supertest Petroleum Corp. Ltd. 
forms one of the largest oil distribu- 
tion alliances in Canada. 

Reliance Petroleum will display 
and sell Supertest products in its serv- 
ice stations and bulk plants through- 
out Ontario and Quebec. The two 
companies combined have credit card 
agreements with over 100,000 sta- 
tions in Canada and the U. S. Credit 
card holders, through these agree- 
ments, number over 3-million. 


The Rockies 


Shell Oil explains why 
it markets where it does 


SHELL OIL CO., a major producer 
in the Rockies and Great Plains 
states, is making public some reasons 
why jt doesn’t market in Colorado, 
Wyoming, Mon- 
tana, Nebraska, 
North and South 
Dakota, Kansas 
and Oklahoma: 

e “Other things 
being equal, the 
company which 
can transport its 
raw material and 
products at the 
lowest cost will 
be able to com- 
pete most suc- 
cessfully,” Shell says in its publica- 
tion, Rocky Mountain Echo. It adds 
that “usually water transportation is 
the cheapest way to move products.” 

But there is no water transport in 
the Rockies. Shell’s refineries and ma- 
jor bulk terminals are located either 
close to the oceans or on important 
waterways. This enables the company 
“to market competitively in many 
parts of the nation.” 

e Shell says it is also influenced 
by the “size of the potential market. 
In some western states, such as Wyo- 
ming and Montana, the amount of 
capital needed may not be as high as 
it would be in Pennsylvania. At the 
same time, the potential market isn’t 
nearly as attractive because of com- 
paratively sparse population. Conse- 
quently, there probably would be a 
smaller return on any capital invest- 
ment.” 

However, Shell doesn’t close the 
door completely on perennial rumors 
that it may move into the Rockies. 
The company says: “Shell’s marketing 
policy, of course, is flexible. When 
economic conditions change, Shell 
frequently moves into a new market 
This happened recently in western 
New York state where Shell returned 
to Rochester after a 17-year absence. 
One reason Shell moved back into 
Rochester was because new pipeline 
facilities became available and we 
were able to compete favorably 
against other companies. Some day 
the economic picture may change for 
Shell in other parts of the U.S. too.” 





By Frank Pitman 


> Frontier Refining Co., Denver, 
will build 30 new service stations in 
the Rocky Mountain area during 
1959. 
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Associations 


ANGELUS 


CAN CLOSING MACHINES 


One of TOJA’s trade show features was 
Fina’s free shoeshine. That’s Standard 
of Texas jobber Dick Hinckle, Midland, 


getting a shine while chatting with Logan 
Knox, Texas Standard’s assistant sales 
manager, El Paso. 


TOJA 


COMMERCIAL ACCOUNTS, over- 
supply, retail prices, bypass, and sta- 
tion building were aired at the annual 
meeting of the Texas Oil Jobbers 
Assn. in San Antonio. 

These were the subjects of a panel 
made up of commission marketers 
F, W. “Buzz” Burton and H. L. Allen; 
jobber E. K. Bennett, and Gulf’s mar- 
keting vice president, C. J. Guzzo. 
Moderator was NPN editor Frank 
Breese. 

Commercial Accounts — Burton 
wanted to know if supplier “dumping” 
of gasoline to commercial and other 
non-distributor accounts at below dis- 
tributor prices hasn’t permitted these 
customers to become “a bunch of 
free loaders.” Jobber Bennett zeroed 
in on this, too, claiming commercial 
account pricing practices are as bad dependable; 
as ever, maintai 

Guzzo said Gulf has started passing and od 
up commercial business that can be 
obtained only with big price conces- 
sions. “We have lost some, and will 
continue to lose more, because I 
wasn’t hired to sell at a loss.” 

Replying to questions, Guzzo said 
there’s no real justification for selling 
to commercial accounts at a price 
below their own dealer tank wagon. 

He pointed out that some com- 
panies attempt to justify their prac- 
tices by relating dealer advertising, 


credit cards, and other costs to straight 
deliveries to commercial accounts. ' 
But, Guzzo emphasized, he isn’t in : 


favor of below-dealer-cost pricing to 
commercial customers. 

Guzzo said he believes in “getting 
the right price” on commercial busi- 
ness—tankwagon price or even 1.5¢ 
gal. more. 


Sanitary Can Machine Company 





May, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 146) 















NOW...60 MILLION MOTORISTS 
WESTINGHOUSE TOWN & HIGHWAY 


NEW 
TOWN AND HIGHWAY 


HEADLAMPS ; ( 


ORDINARY \ 
HEADLAMPS \ 
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ARE PROSPECTS FOR NEW 
SAFE-T-BEAM HEADLAMPS 


Make Extra Profits From Extra Sales! 


According to latest estimates, more than 60 million motorists 

are still driving conventional two-headlamp cars. Sell the improved 
safety of “Town and Highway” headlamps to this giant market 
before their old headlamps need replacement. 


Here's how you sell more by selling safety! 


50% more light—projects the 
beam an extra 100 feet down the road! 


Four-headilamp quality on a two-head- 
lamp car! New Westinghouse Town and High- 
way headlamps can give every owner of a two- 
headlamp car—regardless of its age or make— 
lighting quality which approaches that of the 
newer, four-headlamp automobiles. 


More light! This major improvement in design 
provides 50% more light than ordinary head- 
lamps on the Town (low) beam, without increas- 
ing the drain on the battery. At the same time, 
an improved light distribution pattern on the 
right-hand side of the road allows the driver to 
see beyond oncoming traffic—regardless of 
whether approaching drivers dim their lights. 
Once safely past, the projected “searchlight” 
effect of these new lamps helps your eyes to ad- 
just more quickly to the suddenly reduced light 
level of the road. 


Exclusive two-beam glare shield! Town 
and Highway Safe-T-Beam headlamps feature 
the famous Westinghouse shielding of both fila- 
ments. (Only Westinghouse headlamps shield the 
high beam so you can drive through rain, fog, 
dust or snow without dangerous glare bounce-back!) 


Easy to aim—easy to install! The new 
Westinghouse headlamps, known as the 6006 
(6-volt) and 6012 (12-volt) are interchangeable 
with all present type seven-inch lamps. Aimer 
buttons are molded into the new lens to permit 
quick, precise aiming with inexpensive mechan- 
ical aimers. 





FREE! Illuminated Demonstrator 
to get you started! 


you BUY: 4 cases of Town & 
Highway Safe-T-Beam head- 
lamps (either 6006, or 6012). 


yOu GET: Free illuminated 
demonstrator, to show prospects 
how new Safe-T-Beam head- 
lamps give them nearly twice 
the light! 


This introductory offer is good for a limited 
time only. Demonstrators are in short supply, 
and the demand is great. 

To make sure you get 

yours, order today. 











Ohad 
Westinghouse Town and ah He, \\ 
Highway headlamps are Ht i/ f IA \ 
available now... specify i | . 
them on your next order! ”) . | 


‘You CAN BE SURE...1F ns Wes tinghouse 
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Oversupply — Burton and Bennett 
wanted to know if this is a basic 
problem, and if so, what’s being done 
about it. 

Guzzo said it is, adding laughlingly 
that Gulf had tried to do its part by 
contributing a 33-day strike at Port 
Arthur. He said Gulf is now a net 
buyer of products. “Any company 
that has two ounces of sense” will 
cut back its refinery operations and 
keep them trimmed, he said. 

He added he believes there are 
signs in that direction now. 

Burton wanted to know how a sup- 
plier determines where he’s going to 
“dump” products. “Is this action worth 
the economic results,” he asked. 

Guzzo said that when a supplier 
gets too much inventory, a “dumping 
ground” has to be found. The only 
real way to avoid this is for refiners to 


Ohio Petroleum 


IN A TWO-DAY PERIOD, some 
300-plus registrants at the Ohio Pe- 
troleum Marketers Assn. meeting man- 
aged to... 

e Listen to six speakers; 

e Adopt eight resolutions; 

e Attend a variety of luncheons; 

e Locate friends in _ hospitality 
suites—despite a lack of ID signs in 
hotel corridors. 

Unlike last year’s convention, there 
was little talk about prosperity being 
right around the corner. Most Ohio 
jobbers enjoyed plenty of prosperity 
during the past year, as evidenced by 
a record turnout and_ generally 
buoyant spirits. 

Briefly, here’s what speakers said: 

e Richard W. Weiler, assistant 
treasurer and general credit manager, 
Texaco, Inc.: “Credit is no substitute 
for selling or for asking the customer 
to buy from you. It is only when the 
customer is buying from you that 
credit can help. It does not sell—it 
helps to sell . . . A sale is not com- 
plete unless you collect. Credit can 
be profitable for you if used wisely.” 

e Samuel H. Elliott, marketing 
vice president, Standard Oil Co. 
(Ohio): “The amount of tax moneys 
currently allocated to the Federal 
Highway Trust Fund is insufficient 
to support the programmed high- 
way construction. Defense highways 
should be constructed with general 
tax revenues—and not from taxes 
levied on only one class of taxpayers, 
such as highway users. If all motor 
vehicle taxes were allocated to the 
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avoid excessive inventory. He empha- 
sized his belief that companies gen- 
erally are more aware of this problem 
now. 

Retail Prices— Guzzo said price 
wars are the biggest deterrents to good 
public relations existing in the indus- 
try today. He blamed them on supply 
and demand conditions, plus compe- 
tition, with emphasis on the latter. 

He said Gulf has been toying with 
the idea of “walking off” from price 
wars, as it does from some commer- 
cial business. But, he added, the com- 
pany must consider its dealers’ liveli- 
hood. 

Guzzo said one answer is to train 
dealers better, at least to the extent 
that they would be able to converse 
with the general public about what 
causes unstabilized prices. 

Bypass—In reply to a question by 
moderator Breese, Guzzo said Gulf’s 


Marketers 


fund there would be ample federal 
money available with present rates of 
motor fuel, tire, automobile, truck 
and bus transportation.” 

e Robert Gray, president, Na- 
tional Fuel Oil Council: “It has often 
been said that the oil refiners have 
no genuine interest in the heating oil 
business. It was quite true a genera- 
tion ago . . . [Then] it was only 
bringing around 3¢ at the refinery. 
But in these years of the 1950’s when 
its popularity has pushed the demand 
and price up to much higher levels, 
they like it . . . in spite of the fact 
that gas comes up out of their wells 
too, and they [also] have to bring it 
to market. Fortunately for us, gas 
doesn’t pay them nearly as well as 
fuel cil.” 

e John D. King, marketing vice 
president, Cities Service Oil Co. 
(Delaware): “One of our most obvi- 
ous and perplexing problems is over- 
supply . Anti-trust laws forbid 
operating agreements . . . We can 
only hope that each will individually 
exercise statesman-like restraint in 
regulating the output of their refiner- 
ies relative to demand.” 

e Charles H. Miller, Miller Oil 
Co., Zanesville: “If you want to help 
humans, you’ve got to teach them to 
help themselves. Self-help is the only 
genuine growth for the individual. 
We know him as our dealer, but the 
consuming customer knows him for 
his good or bad service, his clean or 
dirty rest rooms, his efficient know- 
how or incompetent don’t-know.” 


bypass program was brought about by 
an economic squeeze. Gulf did a lot 
of thinking before taking the bypass 
step, he said, but as its realization on 
product sales got “lower and lower,” 
the move had to be made. 

“Every time you handle gasoline, 
you lose some of it,” he pointed out. 
“Present economics just won’t permit 
this.” 


Station Building—Guzzo said Gulf 
isn’t building any stations now except 
in “now or never” cases on certain 
types of locations (NPN—Apr. p101). 


Turnout—Among the 170 distribu- 
tors registered at the convention were 
140 jobbers and only 30 commission 
wholesalers, of whom 16 were Gulf. 

The Petroleum Marketers Assn., 
which became a part of TOJA a year 
ago, once had 1,000 members, so 
there’s a big building job ahead. 


Illinois 


SOME JOBBERS were cautious 
about it—others more open—but the 
prevailing mood at the meeting of the 
Illinois Petroleum Marketers Assn. 
was clearly one of jubilation. 
Almost without exception the 
state’s jobbers had enjoyed a good 
year. About the only complaint that 
could be heard around Chicago’s 
Hotel Morrison was that the elevator 
service was too slow. But this minor 
irritant didn’t stop jobbers from hav- 


ing a good time—and spending 
money. 
Convention exhibitors reported 


brisk activity at their booths. Associ- 
ation officials said money seemed 
looser, as reflected in registration 
payments and exhibitor contributions 
to the “social mixer.” 

For many, the highlight of the 
meeting was Gulf Oil marketing vice 
president C. J. Guzzo’s sharp predic- 
tion that tomorrow’s market would 
find fewer jobbers, and those with 
diminished margins. 


For others, the meeting’s highspot 
was Cities Service vice president 
L. T. White’s assertion that jobbers 
would continue to exist and prosper. 


Said Guzzo: “I cannot in all hones- 
ty see anything in the future that 
makes larger margins conceivable. 
On the contrary, I see nothing but 
the possibility of lower realizations 
because of severe competition, and 
this obviously means __ tightening 
margins.” 

This, Guzzo said, leaves jobbers 
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PETELCO 


Brings You the Big 


EQ 


Designed Exclusively 








as a V-lite 





Nine foot pole shown with V-2 mounted 
parallel to island. Angle of the V-2 is 25 


Fourteen foot poles shown with two V-2 
lites mounted across o large island. The 
angle of the V-2 is 7% 





Twelve foot pole with V-2 mounted ot 


15 angle 








Associations 


(Continued from p. 28) 

with a simple choice: “Start fighting 
and prove you individually fill an es- 
sential economic function—or fail.” 
To avoid failure, Guzzo suggested 
jobbers tighten up every aspect of 
their operations. “Under today’s cir- 
cumstances,” he went on, “no mar- 
ginal or non-productive expense can 
be tolerated. Such factors eat away 
or eliminate your profits, while too 
often low margins get the blame.” 


Guzzo also told Illinois jobbers 
that the need for streamlined opera- 
tions applies just as much to major 
marketers as to distributors. 

“This warning,” he said, “doesn’t 
come from any safe coaching box on 
the sidelines. It applies just as much 
to the marketing department of the 
Gulf Oil Corp. as to any of you. 
Believe me, in our department we 
must stand alone on our shoeleather. 
We have no props, no subsidies, no 


P F ei. 
DEPENDABLE 


Over 50 years of experience in the 
design and manufacture of pumps 
for industry brings you the finest 
materials and craftsmanship avail- 
able. Complete testing and inspec- 
tion of every pump before it 
leaves the plant assures 

top performance. 


ECONOMICAL—The Blackmer vane design provides for automatic adjust- 
ment for wear. Wearing parts are easy and economical to replace; keep 


maintenance costs low. 


VERSATILE —Thousands of Blackmer Pumps are handling almost every type 
of liquid and semi-solid efficiently. There's a Blackmer Pump that's right for 
your application. Why not get the facts by contacting the Blackmer frepre- 
sentative in your area, or write us for Bulletin One. 


Ore 
auipen 
2 * 





“liquid materials handling” ® equipment 


—BLACKMER 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


See Yellow pages for your local sales representative 
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formula for justifying our salaries by 
selling at a loss. And our personal 
jobs are at stake just as much as 
your business is.” 

Guzzo’s warnings—coupled with 
his prediction that jobber commercial 
account losses will probably continue, 
simply due to the economics involved 
—was hardly designed to put jobber 
minds at ease. L. T. White’s address 
the next day was more comforting. 

White told the jobbers they would 
have to work hard in the market of 
the future, but he didn’t predict their 
elimination from the marketing chain. 
Rather he pictured the jobber of the 
future as a three-part combination of 
“community leader, merchant and 
investor.” 

The keys to jobber prosperity in 
the future, White said, are: 

e A stepped-up interest in local 
advertising; 

e More effective uses of credit; 

e Improved utilization of distrib- 
utive education courses and their 
graduates. 

On the resolution front, the Illinois 
jobber group opposed the imposition 
of mandatory import controls. They 
voted support of the Schwengel Bill, 
aimed at changing the level of the 
federal gasoline tax. And they came 
out against S-11, HR-11 and any bills 
that would result in divorcement ot 
any phase of petroleum marketing. 


Florida 


AT THE RECENT MEETING of 
the Florida Petroleum Marketers 
Assn., members were concerned about 
these situations: 

e The mid-year arrival of natural 
gas in peninsular Florida. 

e The possibility that the state 
legislature might adopt an optional 
1¢ gal. gasoline tax for the benefit 
of counties. 

e The state’s highly competitive 
station building situation. 

e Recurrent price wars and what 
can be done about them. 

e A warm winter, which reduced 
consumption of heating oils to about 
half that of last year. 

e A below-average winter tourist 
season—better than 1957-58, but not 
as good as 1956-57. 

On top of these things the Allied 
Gasoline Retailers Assn. of Florida 
is trying to promote temperature ad- 
justments on gasoline deliveries. This 
means drivers would have to deter- 
mine the coefficient of expansion. 

Natural Gas Invasion—To meet the 
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competition of natural gas, the Better 
Home Heating Council, Inc., was 
vrganized under the auspices of the 
FPMA. Thus Florida will become 
the 20th state to participate in the oil 
heat promotion program of the Na- 
tional Fuel Oil Council. Seventeen 
local Florida associations of jobbers 
and dealers will take part. 

Reggie Moffat, L. A. Johnson Fuel 
Oil Co. of Orlando, was elected 
president of the new organization. 

The formula for member contri- 
butions adopted by the National Fuel 
Oil Council will be followed in Florida 
—the state fund to be matched by 
donations of major oil companies. 


Gasoline Tax Increase?—State 
Senator Dewey Johnson told members 
that he is not in favor of any addi- 
tional tax on the oil industry in any 
form. “There is no sense,” said John- 
son, “in riding one industry or product 
to death.” 

Nevertheless, there is fairly strong 
sentiment in some of the state’s larger 
counties in favor of an additional 1¢ 
tax to provide funds for purchase of 
highway rights of way. The State 
Road Department has furthered this 
plan. 


The Competitive Situation—This 
has Florida joboers worried. It ap- 
plies to gasoune as well as to tuel 
Ou. Fatiures of service stations have 
been numerous, especially in the 
Miami area. However, John G. 
Winger, petroleum economist of the 
Chase Manhattan Bank, New York, 
Ollered some encouragement in a 
forecast of the country’s growing 
needs for energy of all kinds. 

Winger predicted that: 

e line exodus to the South will 
continue; 

e “strip cities” will grow—as be- 
tween New York and Philadelphia, 
and Miami and West Palm Beach; 

e Oil and gas will be used increas- 
ingly tor air-conditioning; 

e Per capita use of energy will 
grow 50% in the next 10 years. A 
substantial part of this gain will be in 
the use of oil and gas. 

How much will go to natural gas, 
Winger said, depends on the amount 
of gas that comes into the various 
markets. “Because of regulation, gas 
will capture markets as far as it is 
available.” He added, “If gas is not 
paying a true economic price, some- 
one has to pay for it, and that is the 
distributor and consumer.” Winger 
predicted consumption of 16-trillion ft. 
of gas by 1967. 

(For listing of new FPMA officers, 
see page 175) 
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_ YEARS OF CHEMICAL EXPOSURE 


CAN’T KNOCK OUT THIS 
PETROCHEM FIRE HOSE 


OIL-RESISTANT 


NEOPRENE TUBE 


Strong, lightweight, extremely flex- 
ible, and easily folded, ‘‘Quaker’’ 
PETROCHEM is ideal for fire- 
protection where acids, alkalies, 
and hydrocarbons ruin ordi- 
nary hose. 


Many large chemical plants (typi- 
cal case histories on request) report 
PETROCHEM hose still going 
strong after as long as four years’ 
constant exposure to sulfur, chlo- 
rine, solvents, etc., where hose 
previously had to be replaced two 
or three times a year. 


THERMO/D 


OIL-RESISTANT 
OUTER COATING 


Neoprene inner tube and neoprene- 
impregnated “Dacron” jacket give 
PETROCHEM maximum corrosion- 
resistance. And PETROCHEM is 
the only all-synthetic fire hose with 
UL approval. 


Ask the Thermoid industrial distrib- 
utor about PETROCHEM “White’”’ 
and PETROCHEM “Black”’ fire 
hose to meet the severest require- 
ments of the oil and chemical indus- 
tries. Or write Thermoid Division, 
H. K. Porter Company, Inc., Tacony 
& Comly Sts., Philadelphia 24, Pa. 


DIVISION 


H.K.PORTER COMPANY, INC. 


HERE’S HOW PORTER SERVES INDUSTRY: with Rubber and Friction Products~THERMOID DIVISION; Electrical 

Equipment—DELTA-STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION ; Copper and Alloys—RIVERSIDE-ALLOY 

METAL DIVISION: Refractories—REFRACTORIES DIVISION; Electric Furnace Steel—CONNORS STEEL DIVISION, 

VULCAN-KIDD STEEL DIVISION: Fabricated Products—DISSTON DIVISION, FORGE AND FITTINGS DIVISION, LESCHEN 

WIRE ROPE DIVISION, MOULDINGS DIVISION; and in Canada, Refractories, “Disston’’ Tools, “Federal Wires and 
Cables, ‘“Mepcoduct” Systems—H. K. PORTER COMPANY (CANADA) LTD. 
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DU PONT —makers of new Lucite’ acrylic 


~ Gar Shield 


NeW 





new 





new 





A special treatment for 


the ’59 car finishes to 
give you big new sales! 


CUSTOMETS sririon of cars with the new finishes have al- 


ready been sold during 1959. More and more are coming off the pro- 
duction lines every day. New CAR SHIELD puts you solidly out in front 
with a product made especially for this rapidly expanding market. 


product... CAR SHIELD is a formula specially developed 


by Du Pont to shield the beauty of all acrylic lacquers and improved 
enamels. CAR SHIELD is an easy-to-use liquid—just wipe it on, wipe it 
off. It sets up a “‘repellent shield’’ bet ween the car finish and dulling road 
film. Grime just can’t get a grip. 


profits. The ready market makes new CAR SHIELD a “natural” 

sales booster. And because it is equally effective on all car finishes in good 
condition, almost every car owner in the U. S. is a potential customer. 
Sell new CAR SHIELD—it means more money for you. 


DU PONT N° “7” PRODUCTS 


REG. U, 5, PAT, OFF. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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lacquer and Dulux 100° enamel... Reale 


NEW FROM DUPONT 


Special treatment shields 


the beauty of the 1959 


Car finishes | 


Now from Dy Pont, Makers of new LUCITE« acrylic 
lacquer and DULUx 002 Mel, comes Car Shield, 
4 specia| treatment ding the beauty Of all 
the latest Car 
Car Shield js an €aSy-to-use liquid. It Sets up a 
rd “repellent Shielq’’ between the car finish and 
dulling dirt~grime Can't get a 8rip. Improves SCratch 
resistance, too. 
At Service Stations, a 
Stores, Manufac 





uto Supply ang hardware 
turer's list Price, only $1.50, 


ry 
BETTER THINGS FOR BETTER LIVING 


: THROUGH CHEMISTRY 


ield 
Powerful advertising launches Car Shie 


in leading 
: , -color ads in : 
ing car owners with big ic tani Evening 
Du Pont is in og Reader’s Digest and 
‘ zines — 
national maga 


30, 1959. 
Post! Advertising starts May 





On the road as well as at home, 
today’s sociable moderns prefer 
today’s lighter Pepsi-Cola. A 
vending machine that dispenses 
Pepsi identifies you as smart and 
up-to-date, particularly when 
it’s custom-colored to harmonize 
with your own station colors. 





The vendor also increases recog- 
nition of your station by motor- 
ists, leads traffic your way and 

helps build profitable TBA sales. 

















Make money with Pepsi! 
Get facts and figures from your local 

Pepsi-Cola Bottler or write to: National Accounts 
Dept., Pepsi-Cola Company, 3 West 57th St., 
New York 19, N.Y. 
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Whether You're. Modernizing or Building a New Station 


LIGHT IT more attractively 
LIGHT IT more efficiently 
LIGHT IT more economically 


WITH ONE OF THESE 


\ A 
Guardian 5 FIXTURES 


For the ultimate in service station 
lighting. Delivers more usable light 

. « actually utilizes light instead of 
merely transmitting it. 


First service station fixture specifically 
designed to accommodate all popular 
types of fluorescent lamps. Combines 
a luxury appearance with outstanding 
efficiency. For area and island lighting. 


Simple, yet smart styling for island 
lighting. Modernization at a really 
nominal cost. For use with ultra-high 
output lamps. 


Guardian also offers a complete line of area floodlights, 
cluster lights, Panelites, Verti-Flood lights, poles and 
accessories. Write for complete catalog. 


pe ARDIAN w fal MPANY 
te , 500 NORTH BLVD., Bg 
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Pick a pickup that’s 


Dig-truck 
tough 


Chevy’s got ‘em by the dozen! 


The handiest helper you’!l ever have is right here 
—one of these ’°59 Chevrolet pickups is bound to 
be just right for your work. It’s ready to hop-to-it 
on your hurry-up chores with the power, the load 
capacity and the tough components that spell 
savings in time and money every run. Pick your 
pickup; then read all about it here: 


Save up to 20% on fuel! 


Choose any one of Chevy’s 5 dashing Fleetside models 
or 7 handy Stepside models and you can count on extra 
savings right from the start. Each of these models offers 
the newly improved Thriftmaster 6 as standard equip- 
ment. With a new Economy-Contoured Camshaft, this 
engine assures up to 10% less fuel consumption. And in 
Series 31 and 32, the Thriftmaster can be equipped 
with a new Maximum-Economy Option* that improves 
economy by an additional 10%! Or if you prefer a V8 
engine, 2-wheel-drive models offer the power-packed 
performance and short-stroke efficiency of the advanced 
160-h.p. Trademaster V8*. 


Carry extra-big cargoes 


There’s room for everything in a ’59 Chevy pickup 


body! Smooth-lined Fleetside models provide big cargo 
areas in lengths of 78” or 98” and all are a full 6 feet in 
width. New Stepside models, with handy side running 
board, offer spacious bodies in 78”, 98” and 108” lengths. 
And each of these new pickups comes equipped with 
ruggedly built graintight tailgate and long-lasting 
select-wood floor with steel skid strips. 


fiaul anywhere with Chevy’s new 4-wheel drive 


It’s the latest thing in 4-wheel drives, now available in 
either Fleetside or Stepside pickup models. With 2-speed 
power divider and precision-engineered front axle, it 
gives nearly twice the torque multiplication and up to 
twice the traction of 2-wheel drives. Powerful traction 
that digs right in and enables you to haul where you 
couldn’t before—through deep mud, snow, swampy 
areas and up towering grades! 

Light loads, big loads, long runs, short hops—what- 
ever you haul and wherever you haul it, you’re sure to 
find the right truck for your business in Chevy’s long, 
strong and handsome line of pickups! The one for you 
is at your Chevrolet dealer’s now. . .. Chevrolet Division 
of General Motors, Detroit 2, Michigan. 


*Extra cost. 


No job’s too tough for a 
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MODEL 3654 (4-Wheel Drive) MODEL 3234 MODEL 3634 


MODEL 3684 (4-Wheel Drive) 


CAMINO, TOO! 


Chevrolet Truck! 
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ighlights from 


GULF OIL'S 
1958 
REPORT 


Gulf Oil’s 58th year was marked by record activities in all 
major departments. World-wide oil production was up 13%, 
refinery runs 2%, and refined product sales 8%. 

Net income was $329 million, the second highest in the Com- 
pany’s history. Gulf’s working capital showed a substantial im- 
provement over the previous year notwithstanding the lower 
earnings and the continuation of heavy capital expenditures. 

The financial and operating highlights from the Gulf 1958 
report are presented here. 


CONSOLIDATED FINANCIAL DATA 1958 1957 


Net Income $ 329,533,000 $ 354,284,000 
Net Income Per Share (based on shares at end of 1958) $10.17 $10.94 
Cash Dividends Paid $ 77,716,000 $ 73,823,000 
Cash Dividends Paid Per Share $ 2.50 $ 2.50 
Stock Dividends Paid 4% 5% 
Total Assets $3,430,019,000 $3,240,571,000 
Working Capital $ 565,498,000 $ 450,051,000 
Net Sales and Other Operating Revenues $2,769,377,000 $2,730,085,000 
Capital Expenditures $ 401,245,000 $ 546,453,000 
Depreciation, Depletion, etc $ 261,165,000 $ 252,265,000 


OPERATIONS DATA—DAILY AVERAGE BARRELS 

(Includes Gulf’s equity in companies less than 100% owned) 1958 1957 
Gross Crude Oil, Condensate, & Natural Gas Liquids Produced 1,396,782 1,253,775 
Net Crude Oil, Condensate, & Natural Gas Liquids Produced 1,298,869 1,151,438 
Crude Oil Processed at Refineries 698,133 682,215 
Refined Products Sold 806,699 747,198 
Natural Gas Liquids Sold 110,169 106,301 


(A limited number of copies of Gulf’s report is available to customers, 
Write to Room 1300, P. O. Box 1166, Pittsburgh 30, Pa.) 
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Let Continental's family of Cone Tops 
work for your family of auto products 











car wash 





“ATION 
car 

















retor cleaner 
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brake fluid 





radiator flush 


.-- your most economical container 
comes in seven different sizes 


You can depend on Continental Cone Top cans to give top sales 
support to your whole family of automotive products. Continental 
Cone Tops offer you precision-made containers that meet the 
highest quality standards plus: 

LOWEST COST: Continental Cone Tops are the most economical 
containers made for auto products. A prestige container at the 
lowest possible cost! You can't beat it. 


4 OZ. TO 16 OZ.: Continental Cone Tops offer you a choice of 
seven different sizes. A wide enough variety to serve your entire 
fi line of automotive products. 


PROMPT DELIVERY: Continental has shipping plants located 
CHOICE OF CLOSURES hr s} he entire U.S. read ly y ith all the C eo 
FOR MOST SIZES throughout the entire U.S. ready to supply you with all the Cone 


gS Tops you need. Call Continental today. 


Crown Cap Goldie Seal Screw Cap 
CONTINENTAL C CAN COMPANY 





Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 5595 Pare Street, Montreal, Que, 
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EATON TANDEM 


1. The RIGHT GEAR RATIO for the Haul- 
ing Job—12 gear ratios available, from 
4.56:1 to 9.77:1. 


2. Choice of 2-Speed, Single Reduction, 
or Double Reduction Axles. 


3. Eaton Self-Contained Air Brakes—fast 
application, fast release; longer lining life; 
easy, low-cost maintenance. 


4. Rugged 16” Spiral Bevel Gear. 


5. Eaton Inductalloy Axle Shafts—up to 
ten times the life of ordinary axle shafts! 


More than 
Two Million Eaton Axles 
in Trucks Today 


O Biq Advantages! 


6. Shorter OAL, Weigh Less—Eaton Tan- 
dems haul more legal payload. 


7. Simplified Construction; Fewer Parts; 
Easy, Low-Cost Maintenance. 


8. Most Parts Interchangeable with 
other Eaton Axle Components. 


9. Driver-Controlled Differential Lock- 
Out—assures maximum traction in rugged 
or slippery operating conditions. 


10. No Need to Match Tires—all four wheels 
can travel at different speeds when neces- 
sary—no wheel-fight. 


Eaton Tandem Axles—the load carrying and driving components—are performance-proven 
by millions of miles of low-cost, trouble-free service. The Double Reduction and 2-Speed 
types provide the many proven benefits of Eaton’s famous planetary-gearing design, well- 
known to truck operators all over the world. Ask your truck dealer to explain how Eaton 
Tandem Axles can make your hauling operations more profitable. 





EATON 


AXLE DIVISION 





MANUFACTURING COMPANY 


CLEVELAND, OHIO 
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What we already know about your 1963 car 


The engine of your 1963 car will be lighter and will 
give you improved performance . . . including better 
gasoline mileage. 

We know this because Standard’s scientists are already 
developing gasolines of the future. To test them, we use 
experimental engines installed in current model cars. The 
engines are obtained from auto makers and modified in 
our laboratories to match engine design forecasts. 
These future fuels get the toughest possible workout — 
on the road, as well as on this “indoor highway.” Here, 
at the touch of a button, we can create almost any kind 





of weather or driving situation a car might encounter. 


Gasolines are tested at varying speeds and engine loads 
to simulate mountains, traffic and freeways . . . under 
climatic conditions ranging from 120° desert heat to 
40° below zero cold. 

Your car of the future may never take such punishment. 
But if it does, we'll be ready with gasolines that will 
deliver all the power and performance built into its engine. 
Research that leads to new and improved gasolines is 
one of the ways the people at Standard are planning 
ahead to serve you better. 


wane JF 


on ' be ks, ll Pn 
: 2) t es 4 
eli, 


SF 
Mb yf? 


Ip = 
= 
a oe 


STANDARD OIL COMPANY 0 


May, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 146) 








“Our Ford Super Duties average 5 to 5% 
miles per gallon pulling 6400 gallons” 


says Sam Browder, Vice President 
Harriman Oil Company Inc., Harriman, Tennessee 


“Our two Ford F-1000 tractors pulling 6400- 
gallon semi-trailers haul a million gallons of 
gasoline a month from the pipeline to our com- 
mercial accounts. We also have some smaller 
Fords that do au excellent job for us around our 
plants and when it comes to over-the-road hauls, 
nothing can beat the economy and performance 
of these two Ford Super Duties. 


“We didn’t realize how expensive our other 
tractors were to operate until we replaced them 
with Fords about a year ago. Our gas consump- 
tion with the 477-cubic inch Ford V-8’s is run- 
ning 5 to 5% miles per gallon compared to only 4 
miles per gallon with the 450-cubic inch sixes we 
had before. Many of the routes in our territory 
include grades up to 20% and the F-1000’s are 





climbing them at least one gear higher than the 
tractors they replaced. This not only gives us 
better mileage but keeps our engine speeds down 
for longer life. 


“We have over 70,000 miles on each tractor 
and the only expense we've had has been the 
usual plugs and points plus an occasional tune- 
up. Our drivers are real Ford boosters, too! One 
of them told me recently that his unit was getting 
better mileage every day. Both agree that the 
Fords are easier to handle, easier to drive, more 
comfortable and not as tiring on a long trip. 
These tractors have built up such a reputation 
that our men can't leave the keys in the cabs be- 
cause the other bulk drivers would run around 
the block to try them out.” 





NOW! CERTIFIED PROOF ! 


FORD TRUCKS COST LESS 


‘69 Ford Pickups 
beat average mile- 
“age of other leading 
- makes by 25.2 % in 


Economy Showdown U.S.A. 


Here at last is certified proof of the 
differences in gas mileage between six- 
cylinder pickups . . . evidence that you 
can use in your operation. 

It was compiled by America’s fore- 
most independent automotive research 
firm after testing 1959 six-cylinder, %- 


LESS TO OWN...LESS TO RUN. 


ton pickups of the six leading makes. 
All trucks were bought from dealers— 
just as you would. 


The tests paralleled 7 kind of 
0 


driving — high speeds and low, open 
highways and city traffic, even door-to- 
door delivery. And in every test, 59 
Ford Sixes delivered more miles per 
gallon than any other make. Here are 
the actual percentages: 


"59 FORD PICKUP SIXES GAVE 
42.6%, better mileage than make “D” 
31.1% better mileage than make “I” 
25.2% better mileage than make “C”’ 
22.0% better mileage than make “‘S” 

9.6% better mileage than make “G”’ 


Taken together, Ford got 25.2% more 
miles per gallon than the average of all 
other leading pickups! 


Now! During Dividend Days at your Ford Dealer’s ...Go FORD-ward for Savings 
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- LAST LONGER, TOO! 


What's the secret of Ford’s economy? 
First, of all pickup sixes, only the Ford 
Six has modern Short Stroke design 
which reduces friction and requires less 
fuel. Second, to this modern engine, 
Ford has added a new economy carbu- 
fetor to meter fuel more precisely in 
both high- and low-speed ranges. 

See your Ford Dealer for the full 
report of Economy Showdown U.S.A. 
and get the whole story firsthand. 


All tests 
conducted and results 


CERTIFIED 


by America’s foremost 
independent automotive 
research organization* 


*NAME AVAILABLE ON REQUEST 
| Send inquiry to P.O. Box 2687, Ford Division 
Ford Motor Co., Detroit 31, Michigan 




















MARLOW 
MODEL 2C2G 


MARLOW 


MODEL 2MIG self-priming centrifugal self-priming centrifugal truck pump oper- 
truck pump operates at ates at a capacity range from 50 to 100 
a capacity range from 30 to 70 G.P.M. G.P.M. Input speed is 530 to 900 R.P.M. 

Input speed is 400 to 700 R.P.M. 








Before selecting the right pump for your home delivery 
tank truck, first check these exclusive Marlow features :— 


--»No metal-to-metal contact of internal pump parts eliminates 
wear and greatly increases pump life. Marlow has a complete range 
.»»Mechanical shaft seal is self-lubricating and self-adjusting. of self-priming pumps for 
Proved in thousands of petroleum pumping applications, it handling petroleum products 
eliminates leaks and dripping. 
+.-efficient operation throughout entire performance range. 
.-»Patented diffuser self-priming system permits the pump to 
reprime itself automatically. Welding shot will not cause . 
damage to pump parts. tion and the name of your 
.» Greater capacities at low cost, weight and size than obtained nearest Marlow dealer. 
with other types of pumps. 


in bulk plants, retail delivery 
trucks and transports. Write 
today for complete informa- 
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AMOCO CHEMICALS~A NEW RESOURCE 


Another 
new product 
in the 


.. , 


AMOCO 


\ 

Additive wn | 
line Q | 

0 


Grease Thickener 0578 is a preformed, nonsoap, all 
organic gelling agent unlike any other thickener. It is a 
free-flowing, dust-free, granular material that is easy to 
handle and work with. Grease Thickener 0578 can be 
readily dispersed in oil to make greases by heating, cool- 
ing and colloid-milling. This thickener—an Amoco 
Chemicals exclusive—is now being trial marketed. 


Using Grease Thickener 0578, grease compounders can 
offer products for both industrial and automotive lubri- 
cation that have the widest possible performance range. 
NLGI No. 2 greases can be formulated with an ASTM 
dropping point of 480° F.—at least 100 degrees higher 
than conventional lithium soap greases. And greases so 
: formulated have demonstrated superior mechanical, 
: mooning polet of aay. F. thermal, and oxidation stability. They are water resistant 
s typical for No. 2 greases . ; . 
formulated with Amoco’s new » and are not readily susceptible to oil leakage. 


Thick - rre's - ‘ 
ie ac aah The ful? story on Grease Thickener 0578, together with 


technical assistance in formulating greases using it, is 
yours. Your inquiry will receive immediate attention. 


AMOCO 
CHEMICALS 
CHEMICALS CORPORATION 


910 South Michigan Ave., Chicago 8O, Illinois 








FAVER 


AUTOMATIC OVERHEAD 


CAR WASHER 


boosts sales of gas, oil, TBA 


Increased customer contacts obtained through 


car washing will lead to increased sales of gas, oil, tires, 





batteries, accessories, lubrication and other service jobs. 


No costly installation is needed. No floor tracks, large 
inlet pipes, special drains, storage tanks, splash walls or curtains 
are required. Controlled water delivery eliminates need for 
cumbersome boots and aprons. You merely anchor chains 
overhead, connect water, and plug into electrical outlet. 
Fresh water and Weaver-Gloss detergent are applied auto- 
matically. On one flick of a lever, the Washer’s exclusive 
“Spray-Arch” delivers a tempering stroke of fresh water, 
then sprays on detergent and water, stops pre-determined time 
for sponging, proceeds with 4 clear water rinses, and auto- 
matically shuts off. Machine may be stopped at any stage of 
cycle and operation later resumed from same point, to 
enable operator to combine car washing with other duties. 


To double your car washing profits, see your Weaver 
jobber or write us direct for Car Washing Bulletin NPN 710. 


- ager gg are . 














WEAVER MANUFACTURING CO., SPRINGFIELD, ILL. U.S.A. 


SERVICE EQUIPMENT 


Complete line includes: Twin Post Lifts . . . Triple Post Lifts . . . Single Post 
Roll-on, Free-Wheel and Frame Type Lifts . . . Unit Lifts . . . Bumper Jacks . . . Car 
Washers . . . Wheel Alig t Equip t ... Headlight Testers . . . Brake Testers 


. . » Wheel Balancing Equi t... Jacks ... Wheel Dollies . . . Air Compressors. 


vy ey 
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DX ‘new look 


features new uniforms 
made with “DACRON” 


Stay-neat uniforms made with durable 
“Dacron’’* polyester fiber play a big 
part in the all-out modernization pro- 
gram by DX Sunray Oil Co. This is the 
first major oil company to make exclu- 
sive use of uniforms made with “‘Dacron’’. 
They were chosen because they keep 
their crisp look . . . hold their crease even 
in the rain. And, because of ‘‘Dacron’’, 
they eliminate the holes caused by battery 
acid, are so durable they cut replacement 
costs. For greater value, order uniforms 
made with “‘Dacron” today. 


Du Pont better living fibers give you so much more. 


UNITO tailors this uniform of 65% ‘Dacron’ and 35°; 
cotton for DX Sunray Oil Co. 


®E6. U. 5. PAT. OFF 


BETTER THINGS FOR BETTER LIVING 


DACRON’ yp paees saan 


POLYESTER FIBER 


*Du Pont’s registered trademark. Du Pont makes fibers, not the fabrics or uniforms. 
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WITH HIGHER 
CAPACITY 


® 


REMOTE 
PUMPS 


RAM submerged pumps have greater capacity at the dispenser 
nozzle than any other units of similar type. And you enjoy 
complete flexibility with RAM, the pumping unit that’s designed 
to handle fuel developments of the future. No chance of vapor 
lock, no matter how volatile the fuel. 


HIGH OUTPUT 4 H. P. 4-stage RAM is your best bet for 
those stations demanding top performance from up to three 
dispensers on one pumping unit. As a matter of fact, it can’t be 
beat at the nozzle. 


HIGH OUTPUT % H. P. 4-stage RAM exceeds gallonage 
requirements for the busiest super service station! With 
automatic nozzles operating simultaneously, this RAM unit gives 
eight vehicles all the motor fuel the average car fill can handle. 


And for MATCHED-FLOW performance, Bennett recommends 
its 2000 Series dispensers with the exclusive “friction-free” 
all-metal “fuel-proof” meter. Write or see your Bennett 
representative for more information. 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION ¢ Muskegon, Michigan 


District Offices: Albuquerque « Atlanta Baltimore * Boston « Charleston * Chicago * Cleveland 
Dallas * Denver © Detroit * Kansas City © Little Rock ¢ Los Angeles * New Orleans * New York 
Philadelphia « Pittsburgh * Rochester * Sait Lake Seattle * St. Paul « San Francisco 

IN CANADA: JOHN WOOD COMPANY LIMITED © Toronto * Montreal * Winnipeg * Vancouver 

Export: John Wood International Corporation, 29 Broadway, N. Y. Cable “WOODINTER’?~ 





COMPCO 


cantilever lights 


SEE the improvement... . 
in effective lighting 
FEEL the difference... 
in increased sales 

When you upgrade and 


modernize your service 


— nn 


FOR USE WITH ALL POPULAR OUTDOOR 


LAMPS; H.O., V.H.O., P.G., OR S.H.O. 


® versatile...gives more light over a 


wider area. Island, perimeter and approach 
lighting in one efficient unit. 


attractive... beautiful streamlined design 
adds the “modern touch” that brings 


customers to your pumps. 


station with Compco 
Cantilever lights with 
full light control reflector 


economical...Surprisingly low original 
equipment cost. Built-in efficiency assures 
minimum operating and maintenance costs. 


<cpelte yal Th STRUALR! 
"ok i 
‘ ° $ ‘= ° ’ 
g* . 2 


BEFORE 


COM PC 


CORPORATION 
1800 N. Spaulding Ave. Chicago 47, Ill, 
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MORE TIRE POWER means 


Tires made with Tyrex viscose tire cord 


PROVED IN THE LABORATORY... Although nylon cord stands up well under slow steady strains, sensitive in- 
struments such as this show that its performance decreases as strains become more abrupt. TYREX viscose cord, 
however, becomes stronger. 

a Putal es te Py 


ae - : cone 
SOME CORDS WEAKEN IN HIGH-SPEED IMPACTS... 'The constant hammering proved too much for the nylon 
cord tires. One by one the casings failed . . . an average of one bruise break every 620 miles—proving that nylon does 
become more brittle at high speeds. 


MASP 


TYREX INC., EMPIRE STATE BLDG., NEW YORK 1, N. Y. *TYREX is a certification mark of Tyrex Inc., for viscose tire cord 
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MORE IMPACT RESISTANCE 


sustain up to 60% fewer bruise breaks 


*) NOW PROVED IN ROAD TESTS! To prove it, nylon cord tires and tires made with TYREX viscose tire cord were 


driven up to 45 mph along one of Nevada’s toughest roads . . . with rock outcroppings painted brightly so they 
couldn’t be missed. 


ne 


a 


? 
© 


; 
TYREX VISCOSE TIRE CORD GETS TOUGHER! But the tires made with TYREX viscose tire cord averaged 


} more than three times as many miles-per-impact-break . . . and throughout the test sustained 60% fewer impact 
~* breaks than tires containing nylon cord! 
Give your customers more tire power with TYREX vis- 
cose tire cord—the tough new cord that makes any tire run 


cooler, softer, quieter and safer... without flat spotting. 


and yarn. TYREX viscose tire cord and yarn is also produced and available in Canada. 
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More light power with lower costs 


For years NPI has served the varied 
wEHEONWwW FP ROpUVCT™s needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
E.ima 4, Ohio U.S.A. with years of trouble-free use built into 

them has been met. In addition, the ca- 

Originators of pacity to deliver on schedule, without 
PLASTILUX® Signs fail, has established NPI as the most 
reliable supplier of illuminated filling 

station signs. 


INCORPORATED 


We operate ______ filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 

sign program are available with no obli- 
NAME gation. Just use the coupon at the left. 
| eee 





WRITE TODAY — Use this coupon to*get 
the services of a Signvertising® Engineer 
Ceol ol ite lohitela 


COMPANY___. 
a 
CITY. STATE 
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LOOK 


who’ s steering business 
to Cities Service! 


opt teen ee 
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Enjoy Luxury Driving 


and True Economy 





On billboards everywhere, you and your 
customers will see this famous face and many 
others that you know, driving home the Cities 
Service theme,‘‘ENJOY LUXURY DRIVING AND 
TRUE ECONOMY.”’’ 

That’s good news if you’re a Cities Service 
dealer or jobber. But even if you aren’t you 
couldn’t pick a better time to consider becom- 
ing one. For with the support of these famous 
stars, Cities Service dealers and jobbers are 
in for the biggest year yet! 


ANT -RUMBIE 


GASOLENE 


Moreover, as a Cities Service dealer or jobber, 
you can look forward to complete cooperation 
and assistance in any phase of operation—from 
taxes to station display, from inventory con- 
trol to advertising. Also, you have available 
to you the facilities and services of the famous 
Cities Service Business Library. 

For the full story on what you might expect 
as a Cities Service dealer or jobber, write: 
Cities Service Oil Company, Sixty Wall Tower, 
New York 5, N. Y. 
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DYE CONCENTRATES‘ 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE @ LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT @ THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT e THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


si CALL US COLLECT 
an be prepared 

naps FOR FAST 

specifications. : ACTION 

Samples and 4 PHONE 

description : Mulberry 


MANUFACTURERS OF DYES AND CHEMICALS 
on t. 1 
so amend ae FOR THE PETROLEUM INDUSTRY 4- 126-7 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 
"Patent Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 MeLean Blvd., Paterson 1, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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KUTNER 
BUICK LIKES 
CURTIS BEST 


“WE NOW HAVE 17 CURTIS LIFTS... 
WE WOULD HIGHLY RECOMMEND THEM 


TO ANYONE.” Jules Kutner, President 
Kutner Buick, Philadelphia, Pa. 


Philadelphia’s renowned auto dealer, Kutner Buick uses 
(exclusively) the CURTIS Single Post Frame-Engaging 
Lift. Kutner says they “handle any type of repair job in- 
cluding the removal and overhaul of automatic transmissions, 
rear ends, drive shafts, brake work. We very carefully 
examined all makes and felt Curtis equipment was superior 
... Started with 5 lifts . . . today we have 17.” 


LET “GIVE YOU A LIFT” 


OUR 105TH YEAR 


MANUFACTURING COMPANY - PNEUMATIC DIVISION 
Write Dept. 60, St. Louis 20, Missouri 


PACKAGED 
AND 
REMOTE AIR 


CONDITIONING 
EQUIPMENT 





AUTOMOTIVE INDUSTRIAL ib | AIR HOISTS 
AIR COMPRESSORS CAR WASHER AIR COMPRESSORS AIR CYLINDERS c-69 
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now! 


ANEW OPERATOR 





by the originators 
of cable control in 1933 
for truck tanks* 





Now, Philadelphia Valve offers a new cable control 
operator which is more compact, more rugged and 
weighs only half as much as our previous model. 
Side frames are of heat-treated aluminum with steel 
cross braces. Levers are of malleable iron, shorter 
and heavier in section, with oilless bronze bearings. 
Malleable iron offset links can be attached to either 
one of two holes providing cable movement of 1% 
in. for older types of emergency valves or 2 in. for 
newer larger valves. 











Other outstanding features of this new 





operator include the following: 





@ Fusible link that will melt in case of fire, permitting a spring- 
loaded trip mechanism to close the valves. 


Provision for manual tripping from two or more remote points 


The end frames are provided with slots so that the operator can 
be converted into a selective type simply by adding a slotted bar 
that slides into the slots 


Adaptable to pulley operation when desired (ball bearing pulleys 
are available) 


In any size frame from 1 to 10 compartments (5-compartment ee 
operator is only 8 1/8 in. wide x 103/16 in. deep x 1511/16 
in. high and weighs only 14.4 Ib.) 























Operator can be mounted in any convenient position. 


Send for detailed information and prices US. Patent No. 1,932,972 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS: x4 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. e OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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More and more widely the concept is recognized that 


gasoline pumps and remote dispensers must be more than 


just serving mechanisms—they must also be powerful point- 
of-purchase merchandising machines. That concept is one 
which Gilbarco has pioneered. It is evident in the trend- 
setting design of the Gilbarco ‘‘Sales-Maker.”’ It is evident 
also in this new Model 804 Dispenser, among the 31 dif- 
ferent models of service station gasoline pumps and dis- 
pensers now coming off Gilbarco’s production lines. 


GILBERT & BARKER MFG. CO. 
West Springfield,,-Mass. +» Toronto, Canada 
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Sciineuseaeaee 


cee eed 


Keeps your cor on the go 





MARKETING: Available to the man at this pump is Atlantic’s 88 years of marketing 
experience, and solidly behind him are factors that help produce retail success—quality prod- 
ucts, thorough dealer training, sound financial counseling, modern service station facilities. 


THE ATLANTIC REFINING COMPANY 
Producer, refiner and marketer of quality petroleum products 


(To obtain more data on advertised products see page 146) NATIONAL PETROLEUM NEWS * May, 1959 





«++TO MAKE IT SHINE 


»»»OR STOP ON A DIME 








can with CROWN 


Polishes or brake fluids .. . any automotive accessories 
in self-stacking cans, you can with CROWN—dquality 
containers for every product. This ‘‘F’’-style can is 
widely used for automotive products and household 
specialties. Retailers enthusiastically endorse its per- 
fect stacking design that eliminates shelf damage and 
keeps displays neat and attractive. Stock loss by 
breakage is eliminated. 


This ‘‘F’’-style, self-stacking can is another CROWN 
first . . . typical of the highly specialized services 
CROWN offers their customers. These services include 
engineering assistance, package design, and the facil- 
ities of the world’s most modern lithography equip- 
ment. Plants and offices in 18 strategic locations. 


Write for CROWN’s brochure on “F’’-style cans 
. . . Crown Cork & Seal Company, Can Division, 
9300 Ashton Road, Philadelphia 36, Pa. 


whatever you can... call on 


CROWN CORK & SEAL COMPANY, INC. 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 
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NUMBER THREE in a series of highlights from the brand new “Gasoline Last Word” study" 


IN THE THIRTY MINUTES 
BEFORE THEY BUY GAS 
do LIMES MORE 


CONSUMERS ARE EX- 
POSED TO RADIO 
THAN TO ALL OTHER 
MEDIA COMBINED! 


WANT MORE FACTS? Simply fill out the coupon to get a copy of the full study. 


1 PLEASE SEND ME A COPY OF THIS STUDY. 


NAME FET. 
COMPANY.............. : ADDRESS 

| 

! 


*Conducted by R. H. Bruskin Associates in four major markets for Radio Advertising Bureau, Inc. 
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This hose gives him a 
bonus delivery every day 


Now that this dealer has equipped (A) All-Weather Cover of neoprene 
his trucks with Acme-Hamilton Tank resists abrasion, oil; gas; re 
Wagon hose he saves an average mains flexible when cold 


f 13 minutes per delivery—enough : : 
(B) Carcass of strong reinforcing 
time to get in an extra stop per fofony 

P ' tel ge Mol dello r 
4 factors do it: super-flexibility even 


in winter, ease of bending for round- (C) Smooth Tube of neoprene speeds 


ate ME Lalo id oto) dal-1a Pee tanloloh ia Melt) olin iale ti flow, minimizes turbulence, con’? 


ar flo. ; 
doesn’t hinder flow, and strength t be harmed by gasolines or oils 


nold top pumping pressures Write Acme-Hamilton, Dept. P-1 


Acme C ) Hamilton 
@. : » 


ir Lei Neona'l il, lemetel ite) 7 aale), Mang -i1, page], mec a, Mee) 








ATLANTA © CHICAGO * BDEPTROAT * HOUSTON = ANGIFANAPOLIS-* £03 ANGELES = 
MILWAUKEE * NEW YORK ° PEFTSBURGH -. SALT LAKE CITY - SAN FRANCISCO - SEATTLE 
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AT TE 


Y 


SALES F 


MAN, YOU AINT HEAD 
NOTHIN’ TILL YOUVE HEAPID 
tHE. DELCO DC-7 stony! 


a Te 


TALK ABOUT PROFITS! The new Delco DC-7 
gives you price appeal plus substantial profit. 
The price structure of both the 6-volt and 12- 
volt DC-7 is set up to give you, the dealer, a 
more substantial profit than the next five well- 
known brands of batteries. Don’t be misled on 
battery profits—get the real story on areal profit- 
maker from your Delco battery distributor. 

TALK ABOUT SALES! Almost half the cars on 
the road come factory equipped with Delco. 
It’s natural for owners to replace with the same 


Quality built by Delco-Remy, 


ee oantil 


‘ pete nee 
TAR eS re egy or ren rt Wr ere ™ 





brand. Nearly 25,000,000 replacement batteries 
are sold each year—and you’ll increase your 
share of sales with the Delco line. Delco is 
backed with the strongest advertising and sales 
promotion campaigns in the business. And like 
all Delco batteries, the DC-7 carries a General 
Motors warranty that’s good all over the United 
States and Canada. PRICE, PROFIT and CON- 
SUMER PREFERENCE, YOU’VE GOT 'EM ALL 
WHEN YOU HANDLE THE DELCO LINE IN- 
CLUDING THE NEW DC-7. 


distributed nationally through General Motors STARTS with Delco Batteries 
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Make 14 months’ profit this year... 

















with AVONCRAF I: 


porcelain enamel stations 


Bold words . . . but can we prove it? The answer is yes, emphatically so—because 
with Avoncraft you’re in business as much as two months sooner! With the ex- 


clusive Avoncraft “package” design, it is possible to manufacture quality stations 


of all porcelain enamel in quantities of 1 to 50 or more . . . stations that go up in 
a matter of 7 to 10 working days. Because you're “open for business” sooner, you 


can increase your gallonage and overall sales, while investing in a station that will 
last a lifetime! 


Write for our new full-color brochure, Function & Lasting Beauty 


Avoncraft 


AVONDALE 


MARIN €& SRM SB _+N C 


VERSATILE BUILDER ON THE MISSISSIPPI 


P.O. BOX 1030 e PHONE UNiversity 6-4561 e NEW ORLEANS 8, U.S.A. 
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Advertising ... one of 10 vital links in 
building a successful jobber operation 


Advertising, supplied by the oil company 
behind the jobber, is one of many integral 
parts that must be linked together in 
order to establish a successful jobber oper- 
ation. As part of its jobber ADVERTISING 
service, Shell supplies jobbers with local 
advertising copy for all major media at no 
cost and then pays 50% of time-space 
costs on a co-gp basis. 

Shell offers its jobbers many other out- 
standing benefits including: 


Finance—Shell will assist jobbers in financ- 
ing expansions and modernizations. 


Merchandising— The Shell Jobber Rep- 


resentative and the Shell Retail and 


Shell jobbers enjoy these benefits and many more . . 


Merchandising Representatives keep the 
jobber and his organization abreast of the 
latest techniques in service station opera- 
tion and management. 


Training — Shell conducts Jobber Work- 
shop conferences and Retail Training 
schools in jobber marketing areas. 


Velume—Shell markets more than one- 
third of its total gasoline and over 70% of 
its fuel oils through jobber organizations. 


Stability—Shell, where legal, may give its 
jobbers exclusive territorial rights and the 
chance to extend contract length up to 
5 years. 


Consultation—Shell offers the help of com- 
petent real estate representatives, engi- 
neers specializing in construction and 
maintenance, and financial consultants. 


Product Acceptance—Shell, one of the 
country’s largest national advertisers, has 
top consumer acceptance. 


Flexibility—Shell has a pricing policy that 
is fair and competitive at all times. 


Research—Shell spends millions of dollars 
every year on research. Seven Shell re- 
search laboratories employ 2000 technical 
experts who constantly work to improve 
and expand the Shell product line. 


. reason enough for agreeing— 


IT PAYS TO BE A SHELL JOBBER 


—and the nearest Shell office will be glad to show you why 
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IMMEDIATE 
SHRVICEH 


ANYWHERE in U.S. & Canada. Scovill’s nation- 
wide facilities provide the industry's fastest 
service on fuel oil and gas pump couplings! 


Only Scovill with its country-wide network of sales 
offices and warehousing facilities is equipped to 
give you such fast... efficient service. All orders 
for fuel oil and gas pump couplings received by 
Scovill are shipped promptly. And the sizes you 
want are always immediately available. That’s 
because Scovill makes and stocks a complete range 


—from %/,” to 3” in fuel oil couplings... and all 


standard sizes in gas pump couplings. 


The largest—and finest—sales and service force 
in the industry is ready to consult with you any- 
time, anywhere when you specify Scovill couplings. 
And—because you can buy direct from Scovill—you 
save up to 14 the former cost of oil and gas pump 
couplings. Get complete details now. Write: 
Scovill Manufacturing Company, Hose Coupling 
Department, Waterbury 20, Connecticut. 


Hose couplings by SCOVILL 


Main office: 99 Mill Street, Waterbury, C cti cl 
San Francisco: 434 B 





land: 4635 W. 160th Street Los Angeles: 6464 E. Flotilla Street Heuston: 2323 University Bivd, 
Street Ti 10: 334 King Street, East 
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2,000,000-MILE ROAD TEST PROVES 


Molysultide . 


CHASSIS GREASE 


REDUCES WEAR 


... gives you ammunition you can use — your customers will understand! 








UNIVERSAL JOINTS- 
30% LESS WEAR 
WITH MOLY “GREASE 


BALL JOINTS- 
267% LESS WEAR 
WITH "MOLY GREASE 




















As we all know, the function of a grease is to reduce 
wear (though we don’t always look at it that way). 
And your customers experience wear in the form of 
squeaks .. . rattles . .. premature replacement of front 
end parts. Molysulfide chassis grease is the best wear- 
reducer yet! Here’s proof ... 

A two-year, 2,000,000-mile road test recently com- 
pleted by an independent research organization showed 
beyond question that Molysulfide chassis grease reduces 
parts wear on automobiles! Details of this test and its 
results are yours for the asking. 





In 2-year, 2,000,000-mile test, 
wear on critical parts lubricated 
STEERING COMPONENTS- | With Molysulfide chassis grease 

38% LESS WEAR was compared with wear for 
WITH “MOLY”GREASE those lubricated with a conven- 
tional premium grease. Figures 
shown in the illustration are 
combined averages for Fords. 














Wear Reduction Sells Grease 

Here’s ammunition you can use! You can promote the 
proved wear-reducing customer benefits of Molysulfide 
grease — in terms the motorist understands: Easier 
steering .. . like-new ride .. . less squeaks. And you can 
back them up with solid proof! 

And once your customers actually experience these 
benefits — the record shows they come back again and 
again — ESPECIALLY THE WOMEN! They return for gas, 
for oil, for TBA . . . and for sure for another Molysulfide 
grease job! 


CLIMAX MOLYBDENUM 


A DIVISION OF AMERICAN METAL CLIMAX, INC. 
500 Fifth Avenue, New York 36, N. Y. 


Read how one major oil company used Molysulfide chassis grease to promote service sta- 
tion sales. Write for your copy of: “Moly” Grease Brings More Business to Service Stations. 


May, 1959 * NATIONAL PETROLEUM NEWS 


(To obtain more data on advertised products see page 146) 





“Take-home” sales of Coca-Cola... give 
you extra profits just for the asking! 


Got a cooler for Coke? Then you have extra profits standing by, 
in the form of case-stocks of Coke! It’s also easy to have 
cartons of Coke available. Suggest ‘‘take-home”’ cases or cartons 
to your customers. It’s that easy! 


For bigger profits on case and carton sales of Coke: 
1. Have your attendants suggest ‘“‘take-home’”’ cases and 
cartons of Coke to your customers. 


2. Display your cases and cartons of Coke prominently. 


TO HELP YOU SELL MORE 

TBA, YOUR COCA-COLA BOTTLER 

OFFERS THIS VERSATILE NEW RACK 

e Displays Your High-Profit TBA Items! 

e@ Fitted with Wheels for Easy Storage! 

e All-Metal, Durable, Attractive! 

e Features High-Profit, High-Traffic Coca-Cola! SIGN OF GOOD TASTE 


“*COCA-COLA’? AND **COKE’? ARE REGISTERED TRADE-MARKS. COPYRIGHT©® 1959 THE COCA-COLA COMPANY. 
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“The 


° \ / 
First _ Petit development in YEARS 


the first , metering 


ta DISPLACEMENT 
Metering a 
Development — 

In 

30 

YEARS”! 


Send for booklet telling about the new 
Positive Displacement LC Meter you can count on positively 


Here are the exciting inside facts on the LC Meter . .. a unique 
development that means quicker deliveries with metering 
exactness never before possible. Its years-ahead, rotary, positive 
displacement principle guarantees maximum accuracy. Its 
simple, functional design and strong construction mean less 
wear, longer life, simpler maintenance, lower costs. Write 

today for booklet titled “The First New Metering 

Development in 30 Years.” It gives full details on the 

significant advantages and attachments that make 

the new LC Meter a real money saver for you. 











LIQUID CONTROLS CORPORATION 


Commonwealth Avenue, North Chicago, Illinois 


LC Meters... engineered for precision measuring of petroleum 
and commercial liquids 


May, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 146) 








international Lubricant Opens a 





A camera view of the spacious, totally air-conditioned Main Laboratory. Here are assembled 
the finest precision instruments and most modern scientific tools for every imaginable type of 
research from ‘‘pure’’ science to product testing. Tinted glass provides plenty of glare-free light. 


With Research Comes Quality, N With Quality Comes Leadership 


INTERNATIONAL LUBRICANT CORP. 


Ne w Orleans, Louisiana 


Manufacturers of Quality Lubricants: AVIATION « INDUSTRIAL + AUTOMOTIVE + MARINE 
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Great New Research Laboratory 


ks te : 
2 
7 
& 
a 
i 


In this especially built Cold Room, where tem- 
peratures can be brought to -40°F., greases 
are tested for consistency, viscosity and lubri- 
cating efficiency under conditions of tempera- 
ture unlikely to be equalled in actual usage. 


The value of organized scientific research 
is critically important not only in Amer- 
ica’s great industrial growth, but also in 
today’s world competition for economic 
domination. For 30 years International 
has lived by this belief, pioneering in the 
kind of scientific experimentation which 
led to the development and refinement 
of metallic-base, specialized and multi- 
purpose greases for automotive, aviation, 
marine, industrial and high-velocity mis- 
sile uses. 


This month International Lubricant ex- 
pands its never-ending research program 
with the opening of a magnificent new 
research laboratory. Here, on a greater 
scale than ever before, research is ded- 
icated to making better products which 
can help keep America great. 


Testing how a grease behaves under simulated 
operating conditions is a never-ending search. 
This heated roll test works the grease to de- 
termine its stability in bearings at selected 
high temperatures. 








Every day, more and more outboard motor 


Cancos ACCU-POR™ 
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That’s because it’s a lower-cost 
“dripless” can... easy to sell—easy to use! 


Canco’s new Accu-Por container is prov- that can be advantageously packaged in 
ing to be the perfect container for outboard Accu-Por containers? Call your Canco rep- 
motor oil. Fine brands everywhere have dis- resentative for further information. 
covered the important sales “‘extras” these 
cans provide—and at low cost! 

The Accu-Por container pours freely, yet 
won’t drip a drop when righted. It’s easy to 
handle, can’t break, and is light in weight. 

Accu-Por is available in 16-0z. and 32-oz. 
sizes, and priced as much as 25% below 
comparable containers. 

This remarkable all-metal can is also add- 
ing to the successes of such products as 
gasoline conditioners, brake fluids, radiator These industry leaders peckage thelr 
cleaners, paint thinners. Have you a product outboard motor oil in Accu-Por containers! 


NEW YORK - CHICAGO - NEW ORLEANS - SAN FRANCISCO 


, 1959 * NATIONAL PETROLEUM NEWS (To obtain more data on advertised products see page 146) 








BUY THEM 
Most People Do 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK \O, WN. | 


win 
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Ahead of the News 






IN WASHINGTON 





Price-Fixing Troubles?—More gasoline price-fixing 
charges seem to be in the works—this time against four 
or five major oil companies. The target will be com- 
pany-owned and commission/consignment stations. The 
Justice Dept. thinks it has enough evidence—some from 
the National Congress of Petroleum Retailers—to go 
ahead. If charges appear to deal only with local situa- 
tions, look again: they'll more than likely be part of a 
major antitrust attack. The government will probably 
seek separate action against each of the companies. 

. 
Commercial Accounts Showdown—National Oil 
Jobbers Council is taking the commercial accounts 
situation to the Federal Trade Commission or Con- 
gress. Says NOJC general counsel Otis H. Ellis, “Hold- 
ing it up to the light of day may provoke the industry 
into doing something about it.” 

* 
Mandatory imports Challenge—The government’s 
new oil imports control program may be in the federal 
courts sooner than had been expected. There isn’t much 
chance an appeal board will pass favorably on many 
of the dozens of requests for allocation changes and 
additions. The board seems to be moving fast. Rejec- 
tions will arm appellants for court action. 

* 
New Antitrust Chiefs—Likely candidates for the Jus- 
tice Dept.’s antitrust chief are Robert A. Bicks, first 
assistant attorney general in charge of antitrust, and 
George Cochran Doub, head of the DJ’s civil division. 
(The former antitrust chief, Victor R. Hansen, re- 
signed to return to private law practice in Los Angeles.) 
The government’s other antitrust agency, the Federal 
Trade Commission, is also in for a change. Chairman 
John W. Gwynne is expected to resign. It’s speculated 
commissioner Edward T. Tait will succeed him. If so, 
FTC general counsel Earl W. Kintner could be the 
new member. 

* 
What's with $-11?—Chances of S-11 remaining bot- 
tled in committee are better than any time in the past 
three years, says Otis Ellis, NOJC general counsel. 
Backers of the bill, however, see it otherwise. They’re 
encouraged about chances for its passage. They say 
opposition is dwindling, that NOJC is carrying the ball 
almost alone. Sponsor Estes Kefauver (D., Tenn.) hopes 
to get the bill to the floor this session (see page 86). 
Pure Appeals—The Federal Trade Commission is 
considering Pure Oil Co.’s appeal in the Birmingham, 
Ala., so-called “price discrimination” case. An FTC 
hearing examiner ruled Pure can’t reduce gasoline price 
in any market unless it reduces prices proportionately 
in all other markets at the same time. Pure argues that 
a federal grand jury has charged the kind of collusive 
price fixing in South Bend, Ind., which Pure is at- 
tacked for refusing to join in Birmingham. 
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Small Business Aid—A bill has been introduced in the 
House to ease taxation on small business. The legisla- 
tion would allow investors who lose money in small 
business ventures to write off losses against ordinary 
income, allow small corporations the option of being 
taxed as partnerships, and allow payment of estate 
taxes over a period of 10 years. The bill was intro- 
duced by Rep. William M. McCulloch (R., Ohio), 
ranking GOP member of the House small business 
committee, with the support of other committee Re- 
publicans. 


AROUND THE COUNTRY 





Oil Marketing Expands —The marketing segment of 
the oil industry indicates its capital spending this year 
will be 16% greater than it was in 1958. This is shown 
in McGraw-Hill economics dept.’s 12th annual survey 
of business plans. Capital outlay will total $469-million 
in 1959, compared with $404-million last year. Pro- 
jected expenditures are $441-million in 1960, $454- 
million in 1961, and $472-million in 1962. The 16% 
anticipated rise in 1959 is partly attributed to large 
outlays by a few companies expanding into new ter- 
ritories. Most other companies are spending as much 
as or more than last year, mainly for improving exist- 
ing facilities, the survey shows. The industry’s over-all 
capital expenditures are expected to rise 11%, to 
$5.3-billion. 


* 
Keeping a Distinction—Texaco plans to extend its 
marketing to Hawaii, says president James W. Foley. 
It'll then be the only oil company marketing in all 50 
states. 
a 

Dealer Turnover —Dealer turnover was 26.1% in 
1958, reports the API marketing division’s service 
station advisory committee. Turnover was somewhat 
greater in the last half than in the first-—13.9% against 
12.1%. Terminations for reasons beyond the control 
of either supplier or dealer accounted for about one- 
fourth of total turnover. Turnover was greater at sta- 
tions with smaller volume. Stations with an annual 
volume of less than 100,000 gal. represented 28.2% 
of the nearly 100,000 stations reported, while account- 
ing for 41.5% of total turnover. The API report de- 
clines to interpret this. It says, “A station-by-station 
analysis would be necessary to determine whether low 
gasoline volume was the cause for these terminations 
or whether failure to exploit the full potential of the 
outlet was the principal contributing cause.” 


s 

Standard Sign Change?—lIndiana Standard’s 15- 
year-old service station sign may be in for some re- 
vamping. The sign’s being scrutinized more intensely 
than ever before. 


More Ahead of the News > 
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Ahead of the News 


Glut of Gasoline—An anticipated tightening of gaso- 
line supply due to the mandatory oil imports program 
seems to be fading. Reason: refinery runs are higher 
than ever. Some economists see skidding prices ahead, 
barring a sharp cutback in refinery runs. (For a report 
on gasoline supply and demand, see page 78.) R. W. 
McDowell, president of D-X Sunray, says the industry 
is facing a crisis of ruinous oversupply. 

a 
Invitation to Suppliers—National Oil Jobbers Coun- 
cil will admit supplier-company personnel to two ses- 
sions of the mid-year meeting in Des Moines this 
month. This breaks a precedent. The sessions are: the 
opening, Monday morning, May 25, when reports by 
Miles M. Mills, president, and Otis H. Ellis, general 
counsel, will be given; and Wednesday morning, May 
27, when reports by the jobber development committee 
and the industry and public relations committee will be 
made. The rest of the meeting will be closed to major- 
company representatives. 

* 
Heating Oil Agency—An over-all recommendation 
for the consolidation of heating oil trade association 
functions probably will be made this month. Disclosure 
of details is expected at the API fuel oil committee 
meeting in Excelsior Springs, starting May 25. An 
ad hoc committee of a special subcommittee has moved 
with great speed to resolve the problem of scattered 
promotion, service and research efforts, now spread 
among at least three organizations. 

& 


What about Brand Loyalty?—More than 2,000 
motorists in southern California will be interviewed to 
find out how advertising and product claims influence 
brand-switching of gasoline. The study was begun by 
Ward J. Jenssen, management consulting firm, last 
month. Results will be turned over to a number of oil 
companies sponsoring the project. 
s 


Skelly-Tidewater Merger—Skelly and Tidewater are 
merging, probably by the end of the year. The decision 
is reported to have been made, but financial and legal 
arrangements are expected to take six months or more. 
The two companies have been considering such action 
for years, but it makes more sense now. Tidewater 
recently abandoned marketing in the central states. 
That’s where most of Skelly’s marketing facilities are. 


Oll Salesmen Unionizing?—Salesmen in Tidewater 
Oil’s New York marketing district (northern New Jer- 
sey and New York state) just missed joining the United 
Petroleum Workers’ Union last month. The independent 
union represents non-supervisory Tidewater personnel 
in New Jersey and New York. The vote—held under 
National Labor Relations Board auspices—was 36 
against, 34 for, 2 invalid ballots, 3 absent. UPW presi- 
dent Walter T. Faber says he believes this is the first 
time in the U.S. that oil salesmen have voted on union 
affiliation. With the vote so close, it’s a good guess 
there’ll be another balloting after the one-year waiting 


period. 
76 





Calso to Chevron—California Oil Co. begins the final 
phase of its switchover from Calso to Chevron this 
month. On May 13 all-plastic Chevron brand signs 
start going up at more than 2,300 service stations from 
Maine to Virginia. A $2.5-million campaign will let 
the public know about the change. 
© 
Fair Trade Extension? —Fair trading has held up so 
well in Connecticut that some highly regarded mar- 
keters hope it will be given a chance in the rest of New 
England. They feel New England must be viewed as 
a unit because distances are so short that price inter- 
action is widespread. Consequently, they say, there 
would be more stability if fair trade were extended 
throughout the Northeast. At present, fair trade is 
holding up in New Jersey (three years) and Pennsyl- 
vania (six months) as well as Connecticut (twe months). 
& 

Diners’ Signs Fina—American Petrofina is the second 
big independent oil company to take on a universal 
credit card (Frontier was first). Some 1,600 Fina deal- 
ers in the Southwest are now honoring Diners’ Club 
credit cards. Meanwhile a universal credit card firm 
says it’s ready to announce a “new deal” for dealers, 
as part of a massive campaign to enter the service 
station business, 


e 

New Oil-Change Standards?—It’s possible that sen- 
timent for a more flexible policy toward oil changes may 
develop among oil marketers. For years they have 
clung to the 1,000-mile change, but lately Detroit has 
been cool. (Ford has even pushed a 4,000-mile change.) 
To conciliate the differences between Detroit and 
petroleum, some marketers are discussing a liberalized 
policy, based on a change every 2,000 miles or every 
30 days in winter and 60 days in warm weather, 
whichever comes first. 


* 
Piggy-Backing in Oil?—Collapsible rubber or plas- 
tic petroleum tanks may be coming to cut down costly 
empty mileage of tank cars, says Morris Forgash, 
president of U. S. Freight. Forgash suggests collapsible 
tanks could ride back to their point of use with a 
piggy-back load of dry cargo. Indicating potential sav- 
ings, Forgash says privately owned oil tank car fleets 
chalked up almost 1-billion empty-car miles in 1957— 
more miles than the fleet carried under load. 

% 
Lube Demand Seen Gaining—U. S. demand for 
lubricating oils and greases is expected to raise 5% 
this year—to 151,000 b/d, says Thomas W. Phelps, 
manager of Socony Mobil’s economics dept. Phelps 
foresees a 1.6% increase in the automotive lube market 
in 1959 and a 1.75% average annual gain in the next 
decade. 


* 

Oil-Fired incinerator Next?—Gulf Oil Corp.’s lab 
technicians have an oil-fired incinerator in an advanced 
stage of development. It’s better than any other equip- 
ment on the market—natural gas or LPG, says Gulf. 
The appliance was developed to create a new fuel-oil 
market, will probably be turned over to equipment 
makers. 
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MONTHLY PETROLEUM STATISTICS 


April 1959* 
Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 212,742 
Kerosine (thous. bbl.) 19,846 
Distillate fuel oil (thous. bbl.) 81,518 
Residual fuel oil (thous. bbl.) 56,430 
Crude oil—B. of M. (thous. bbl.) 252,388 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 
Foreign crude included (thous. bbl. daily) 
% of refinery capacity operated 


Refinery Output 
Gasoline (thous. bbl. daily) 
Kerosine (thous. bbl. daily) 
Distillate fuel oil (thous. bbl. daily) 
Residual fuel oil (thous. bbl. daily) 


Crude Supply 


U. S. crude oil production (thous. bbl. daily 
Crude oil imports (thous. bbl. daily) 


* Through April 17, except crude stocks, April 4. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 
Exports of crude and refined products (thous. bbl.) 8,350 (Jan.) 
Average station gasoline price, ex tax (¢ per gal.) 21.29 (April) 
Service station sales—all commodities ($-million) 1,305 (March) 
tGasoline consumption (million gal.) 5,032 (Dec.) 
Service station permits (number) 541 (Dec.) 
Passenger cars—domestic shipments (thous.) 467 (Feb.) 
Trucks and busses — domestic shipments (thous.) 84 (Feb.) 
Automotive replacement tire shipments (thous.) 5,611 (Feb.) 
Replacement battery shipments (thous.) 1,788 (Feb.) 
Oil burner shipments (thous.) 43 (Jan.) 


t Excludes. 
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Petroleum Indicators 





NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ per gal.) 
April March April 
1959+ 1959 1958 
Gasoline 
(regular) . 11.92 11.87 11.45 
Kerosine .. 11.66 11.84 10.67 
Distillate .. 9.75 9.94 9.17 
Residual .. 487 490 4.77 
4 principal 
products . 9.47 9.49 9.07 
Lube oil .. 21.53 21.53 21.98 
Crude at well 
($ per bbl.) 2.93 2.89 3.09 


* Weighted average price, princi- 
pal markets. Crude prices middle 
of month, not monthly average. 
t Through April 17. 


March 1959 April 1958 


212,536 206,340 
18,302 18,729 
77,827 76,239 
57,513 57,975 

252,832 273,959 


8,150 7,189 
942 859 
84.4 78.2 


4,028 3,559 
301 270 
2,026 1,568 
1,022 947 


7,176 6,288 
961 833 


Previous Month 
6,911 
21.05 
1,197 
4,678 

560 
528 
82 
6,742 
2,672 
41 





Supply and Demand 


Higher Gas Demand Expected 


But stocks have been building up 
fast, making oversupply worse 





ASOLINE DEMAND is somewhat greater 
at the opening of the season than most earlier 
forecasts Requirements for the first 
quarter, both domestic and export, are now esti- 
mated at about 3,685,000 b/d average. This is 
4.5% greater than actual demand during the first 
quarter of 1958—3,527,000 b/d average. How- 
ever, demand for the first three months of 1958 
was lower than for the same period in 1957. 

Continuing economic recovery should hold sec- 
ond quarter demand at least in line with forecasts. 
The Bureau of Mines estimates conservatively that 
requirements in this period will be 4,250,000 b/d 
average. This is 4.1% higher than the actual de- 
mand of 4,122,000 b/d in the second quarter of 
1958. Some authorities estimate demand for the 
second quarter of 1959 will reach 4.3-million b/d. 

Refineries’ buildup in gasoline inventories has 
been greater so far in 1959 than it was a year 
ago. Evaluating this, the Chase Manhattan Bank’s 
petroleum department says the rate of new oil 
supply was much too high for this time of year. 
It anticipates that unless corrective measures are 
taken promptly, inventories will accumulate too 
fast “and refined product prices can hardly recover 
from their recession lows.” 

Oversupply has become worse since the first of 
the year. On Jan. 2 U. S. gasoline inventories of 
186,913,000 bbl. were 11,122,000 bbl. less than 
at the start of 1958. East of California inventories 
were 7,996,000 bbl. less. 





Table 2. How Gasoline Stacked Up 
Last Summer 
New 
Regular Premium 100+ 
Property Grade Grade Grade 


Gravity °API 60.5 59.0 60.2 
Sulfur Content, wt. % 0.061 0.046 0.029 
Gum, mg/100 mi. 1.8 1.8 1.9 
Tetraethyl Lead, ml./gal 1.77 2.48 2.69 
Octane Number, Research 90.2 98.4 101.4 
Octane Number, Motor 83.4 88.4 92.2 
Reid Vapor Pressure, Ib. 8.7 8.8 8.5 
Distillation Test 
Initial Boiling Point,°F. 97 96 97 
127 126 128 
217 220 218 
342 330 310 
411 385 

















Table 1. Buildup in Gasoline Stocks at 
Refineries by Districts, Jan. 2, 1959- 
March 27, 1959 

(000 bbis., API data) % 


District Jan.2 March27 Gain Gain 


East Coast 42,033 47,180 5,147 12,2 
Gulf Coast 37,304 39,633 2,329 6.3 

Total Coastal 79,337 86,813 17,476 9.4 
Appalachian 7,252 7,504 252 3.5 
Midwest 38,327 45,612 7,285 19.0 
Okla.-Kans.-Mo. 18,118 22,285 4,167 22.9 
Southwest 12,355 13,237 882 7A 
Rocky Mts. 6,063 8,124 2,061 33.9 

Total Inland 82,115 96,762 14,647 178 
US. Except 
West Coast 
West Coast 

Total U.S. 





161,452 183,575 22,123 
25,461 29,379 3,918 
186,913 212,954 26,041 











The buildup in inventories from Jan. 2 to 
March 27 this year has been 26,041,000 bbl. for 
the U. S., compared with an increase of 18,612,- 
000 bbl. for the year-ago period. East of the West 
Coast district, the buildup this year has been 22,- 
123,000 bbI., compared with 18,404,000 bbl. last 
year, 

Thus total U. S. gasoline stocks March 27 of 
212,954,000 bbl. were only 3,693,000 bbl. less 
than on March 28, 1958. East of the West Coast, 
March 27 inventories of 183,575,000 bbl. were 
only 4,277,000 bbl. lower than on March 28, 1958. 

The buildup in refineries’ gasoline inventories 
by districts is shown in Table 1. The largest in- 
crease is in the interior districts, where the total 
on March 27 was 96,762,000 bbl. This was 14,- 
647,000 bbl. (17.8%) more than on Jan. 2. 


In the East Coast and Gulf Coast districts, 
stocks on March 27 were 86,813,000 bbl., 7,- 
476,000 bbl. (9.4%) larger than on Jan. 2. Stocks 
on the West Coast March 27 were 29,379,000 
bbl., 3,918,000 bbl. (15.4%) greater than on Jan. 
2; 


The quality of motor gasoline sold this summer 
will be about the same as it was a year ago (see 
Table 2). Octane ratings will advance in some 
districts, following the trend in recent years. 


The 1958 summer survey of motor gasolines 
conducted by the Bureau of Mines in cooperation 
with the American Petroleum Institute shows the 
nationwide average research octane rating of regu- 
lar-grade gasoline was 90.2, compared with 89.8 
the previous summer. Research number of premi- 
um-grade gasoline was 98.4, up 0.8 from the sum- 
mer of 1957. The average research rating of the 
new 100-plus gasoline was 101.4, compared ~“ 
100.9 the previous summer. 
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TODAY’S 


_ Head for Figures” 


is full of New ideas! 


The men who ‘man the pumps” never had it so 
good, as with today’s Veeder-Root Computer. It’s 
faster and easier to read and reset. And both reset and 


6 Improvements In The 
Veeder-Root 


“HEAD FOR FIGURES” 


1. Faster, Easier Resetting: New 


controlled reset cycle guarantees uni- 
form resetting action. 


Fewer Moving Parts: An impor- 
tant new factor in control of operating 
costs. 


Complete Enclosure of Total- 
izers gives these vital parts better 
protection. 

Interlock Feature makes sure 


computer is reset before next sale is 
made. 


- 16% Larger Figures make read- 
ing far easier. 


. Offset Wheel Construction helps 
provide improved lighting. 


nozzle are on the same side, so there’s no need to 
walk around the pump. 

Maintenance men, too, like the simplified design 
which means better service with less attention. 

Finally, Mr. and Mrs. Public find the face easier to 
read ... and can always be sure of a guaranteed 
accurate count. 

In these and other ways, Veeder-Root works con- 
stantly to improve computer operation . . . and to give 
better and better protection and service to gas sta- 
tions and gas buyers. 


VEEDER-ROOT INCORPORATED 
Hartford, Conn. « Greenville, S. C. * Altoona, Pa. * Chicago 
New York « Los Angeles « San Francisco « Montreal 
Offices and Agents in Principal Cities 


For the 

Service 

i Fh ifelal 

of 

BMeleslelageh 4 VERDEn-ROOT 
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PLUS FEATURE No. 1 PLUS FEATURE No. 2 PLUS FEATURE No. 3 PLUS FEATURE No. 4 


Three-step cast aluminum Swing-easy arm bearings Dependable Rotary Strong, all-welded 
pick-up pads with for fingertip jack systems . . . Airdraulic yoke construction for 
sure-grip contacts. positioning. or Full Hydraulic. maximum safety. 


H.. the finest swinging-arm lift yet 


designed. It offers complete flexibility to lift 
any make car with any type of frame con- 
struction . . . safely, quickly. Lateral, vertical 
and longitudinal pick-up adjustments are 
easily made because the swinging arms turn 
to provide reach smoothly on lifetime bearings and the light- 
of 88” and weight, strong cast aluminum pads slide on 
spread of 92”. the arms and adjust to three heights. 


Pivoting arms 
move in a wide arc 


The arms move in an arc to provide a reach 
of 88” and a spread of 92”. Pin-type assem- 
bly, requiring no bolts, permits easy removal 
of arms from the yoke for cleaning. 





Overall lift width of only 36” and ground- 
Arms turn easily _ is hugging silhouette prevent damage to tires or 








on lifetime bearings, low-hanging vehicle parts. 


lift out 
for cleaning. ) 





| 
arm 
bearing 


Flexibility of the Rotary FP-45 Frame Lift 
pick-up system provides easy accessibility to 
yoke undercar parts and safer, faster, more profit- 
able service and repair work. 











SMALL CARS STANDARD CARS 


New 3-position cast aluminum pick-up pads 
are easily spotted to lift any car safely 


ee 


Normal position Mid- position Raised position 
434” above floor 634” above floor 10%" above floor 


BIG CARS 


These lightweight cast alumi- 
num pads have ample strength, 
yet are easily moved along the 
arms to the correct pick-up posi- 
tion. Extra height provided by 
raised positions is useful in lift- 
ing pick-up trucks or providing 
clearance for muffler replace- 
ment and similar jobs. Textured 
finish produces a non-slip sur- 
face. Aluminum never requires 


painting, always looks good. 


Two-position wheel spotting 
dish—This dish makes precise 
spotting of any wheelbase car an 
easy, fast, one-man operation. 
Driver can spot car with no out- 
side help because of ridges on dish. 


FP-45 FRAME LIFT 


Positioning handle furnished—Arm angle, pad ROTARY LIFT COMPANY, Division of Dover Corporation 

setting on arm and pad height can be adjusted, with- Memphis, Tenn.—Chatham, Ontario 

out reaching under car, through use of this handle First name in oil-hydraulic auto lifts—passenger and freight 
supplied as standard equipment. elevators—industrial lifting devices. 





a 
better- 
paying 


business 


with your namé) 


i 


Business is growing rapidly in the 36 states where Sinclair markets its famous products. 
Many of these prime markets are now ripe for some smart businessman 
to take over as the Sinclair Distributor. 


When your name goes on the office door as Sinclair Distributor, the entire Sinclair organization 
will roll into action to help you with financial and administrative aid and assistance in bulk 
plant operation and service station development. There’s also a complete sales training program 
for your salesmen and dealers to help them build extra fuel oil, industrial and farm gallonage. 


The Sinclair brand has good public acceptance. Its products are pre-sold by one of the most 
aggressive advertising and promotion campaigns in the oil business. 


Why don’t you find out how you can be a part of 
Sinclair’s better-paying, billion dollar business? 


For the complete picture, write Sinclair Refining 
Company, 600 Fifth Avenue, New York 20, N. Y. Wi C} OI T 
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How to Build Better Distributor Relations 





VERY SUPPLYING COMPANY that sells 
through distributors should be studying ways 

to strengthen distributor relations. At a time 
when the' oil industry stands weakened by in- 
ternal discord, better understanding between 
suppliers and firing-line people is of critical 
importance. 

There are two obvious routes to stronger sup- 
plier-distributor relations: 

e@ Creation of distributor relations managers 
by major companies; 

e@ Creation of advisory councils made up of 
major executives and representative distributors. 

Both routes were recommended by the 
American Petroleum Institute’s jobber advisory 
committee last November, and passed as a 
resolution by the general marketing committee. 
With API sanction, these ideas commend them- 
selves to the attention of every distributor- 
minded marketer. 


Four distributor relations men are currently 
active in the industry: George D. McDaniel of 
Mobil Oil, W. P. Marquam of Pure, B. R. 
Davis of D-X Sunray, and Frank S. Colclough 
of Tidewater. (A fifth, J. L. Wait of Continental, 
takes an early retirement this spring.) 


The idea of distributor advisory councils was 
pioneered by Atlantic Refining, which reports a 
great success. Continental Oil is presently de- 
veloping distributor councils of its own, and 
Conoco officials are enthusiastic about their 
prospects. 

The end result of both these setups is a more 
effective supplier-distributor combination. Dis- 
tributor morale and prestige go up because dis- 
tributors know a top executive is there to coun- 
sel and listen, if necessary. Suppliers are able to 
take quicker, more efficient action to help dis- 
tributors with problems. Both groups gain in 
understanding and in stepped-up marketing ef- 
fectiveness. 

What kind of man should draw a distributor 
relations assignment? It’s an important question, 
because the wrong man in a liaison job will be 
little more than an expensive fifth wheel. 

A paramount quality is personality. And this 
calls for certain qualities that form a unique 
combination. A good liaison man must know 
—and be on good terms with—many hundreds 
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of men in both distributor and supplier circles. 
This requires a high degree of gregariousness 
and sociability. At the same time, it calls for a 
man who does not confuse back-slapping and 
handshaking with true friendliness and sincerity. 


Moreover, a good liaison man must possess 
sympathetic understanding so he can gather 
pertinent facts and viewpoints from all parties 
and handle them judiciously. An instinctive ap- 
preciation for human nature is an asset. Added 
to this is a need for objectivity. 


A second vital element is knowledge and ex- 
perience. To understand the problems of men in 
the field, and to win their respect, extensive 
field experience is a must. So is up-to-the-minute 
acquaintance with industry trends and develop- 
ments, and an ability to stay in touch with all 
sides at all times. 


Finally, the liaison man must have high stand- 
ing in his company. He must be so close to 
policy-makers that he can interpret policy au- 
thoritatively and even recommend policy moves. 
He must be able to discuss field problems freely 
with anyone in the company, high or low. He 
must have enough executive responsibility to 
give him freedom of action in his job, with a 
minimum of red-tape approvals from above. 


There are weaknesses as well as advantages 
in setting up a distributor liaison position. The 
most dangerous is the potential conflict with 
field management. Since the effective liaison 
man must not be bound by standard procedures, 
a thoughtless or ruthless person can stamp on 
line people, damaging their morale and often 
lowering their standing. This pitfall can be 
avoided, but only by a constant awareness of 
its existence. 


Not every company may need to alter its 
distributor relations structure. At least one 
makes a big point of the fact that distributors 
can go directly to top management, anytime, 
without the aid of a liaison man. Such flexibility 
and directness is all to the good, but it’s not 
always practicable in less jobber-oriented com- 
panies. 


There may be other solutions to the supplier- 
distributor relations problem besides those en- 
dorsed by the API. That’s fine. Any solution is 
a good solution if it works. 























“Wouldn’t pay.. 


You can’t match the new Autocar 
lightweight ‘‘A’’ Models anywhere 
for performance and payload. 
Brand new in concept, these great 
heavy-duty tractors weigh less than 
11,000 pounds road-ready. They’re 
engineered in aluminum alloy from 











“Wouldn't pay... to get along without ’em. Our 
new lightweight Autocars carry enough added pay- 
load per trip to enable us to offer our customers the 
same level of rates as 10 years ago,”’ say the oper- 
ators, Lemmon Transport Co., Inc., Marion, Va. 


. to get along without Autocars” 


the ground up, which reduces the 
weight up to 25% without sacrificing 
an ounce of strength or stamina. 
They are built to carry more—and 
to do it mile after mile with mini- 
mum maintenance. 

In every detail of design and con- 


Autocar 


“World's Finest” 





struction, Autocars are built for 
extra-rugged duties. There are no 
other tractor-trucks like them—if 
you settle for less, you get less. 
There’s many a job where only the 
“world’s finest” will do. See Auto- 
car’s new “A” models for yourself. 


Division of 
The White Motor Company 
Exton, Pa. 





National Petroleum News 


Des Moines Agenda 
Here are some highlights of the 
NOJC and API midyear meetings 


OIL MARKETERS march on Des Moines, Iowa, 
this month. On tap are the midyear meetings of 
the National Oil Jobbers Council and the Amer- 
ican Petroleum Institute’s marketing division. 

Registration is expected to top last year’s 1,100 
record at New Orleans. 

Agenda highlights: 

NOJC—Monday through Wednesday, May 25- 
27. Headquarters, Fort Des Moines Hotel. Hot 
topics: 

e@ Depletion allowance. 

e@ Mandatory import controls. 

e Commercial accounts. 

API—Wednesday through Friday, May 27-29. 
Headquarters, Savery and Kirkwood Hotels. 

e@ Wednesday p.m.—‘“Criteria for Service Sta- 
tion Investments,” R. P. Ferguson, Esso. 

e Thursday a.m.—“Delivery Costs—The Key 
to Distributor Profits,’ J. J. Nally, Shell. Plus 
panel: How Commission Wholesalers and Sup- 
pliers Can Improve Working Partnership. 

e@ Thursday p.m.—Panel: Dealer Turnover— 
What Are the Causes and What Can Be Done. 

e@ Friday a.m.—Fuel oil research plans, J. L. 
Minner, Shell; fuel oil promotion progress, L. S. 
Marshman, Mobil. 


> The commercial consumer account situation 
is nobody’s fault, Esso Standard president William 
Naden told Empire State Petroleum Assn. in New 
York last month. He says it grew out of excess 
refining capacity that went on stream after World 
War II. Nader denies charges that major oil com- 
panies are responsible for low commercial con- 
sumer prices. “I know that Esso has lost business 
to jobbers, as well as to majors,” he counters. “In 
many instances, the low bid was a jobber bid.” 
Nader says the situation is ridiculous and can’t 
last. 





Andy Patla Dies at 36 
Andrew J. Patla, 36, Washington editor of Platt’s 
Oilgram who used to be NPN editor in Washing- 
ton, died April 16 following an intestinal hemor- 
rhage at his home in Arlington, Va. He was buried 
in Arlington National Cemetery April 21. Surviving 
are his wife Betty and daughter Bobbe, 12. 











May, 1959 * NATIONAL PETROLEUM NBWS 


May, 1959 





Pure Oil gets Wisco 99 stations in one of two... 


Midwest Sellouts 


A pair of big independents 
Are moving into major hands 


CONTROLLED-GALLONAGE DEALS made 
news in the Midwest last month: 

e@ Pure Oil Co. completed acquisition of Wis- 
consin Independent Oil Co. of Milwaukee for a 
reported $2-million in Pure stock. 

e@ Standard Oil Co. (New Jersey) continued 
negotiations for purchase of Globe Fuel Products, 
Chicago, for an undisclosed price. 

Wisco, founded in 1939, has been the pace- 
setting independent in Milwaukee, where it has 21 
stations. Pure has about 30 in the same market. 
Outside Milwaukee, Wisco supplies over a dozen 
more stations through jobbers. Annual volume is 
estimated at more than 40-million gal., about 24- 
million in gasoline, 14-million in light fuel, and 
4-million in heavy oil. 

Wisco’s existing management—Willard T. Han- 
sen, vice president, and Floyd Hansen, vice presi- 
dent—is expected to be retained. So is Wisco’s 
brand and pricing policy (2¢ under majors). 

Midwest marketers believe the acquisition is part 
of a drive by Pure for more gallonage in southern 
Wisconsin and northern Illinois and Indiana. The 
push has been on since Pure picked up its Lemont, 
Ill., refinery three years ago, and the company has 
been concentrating its jobber recruiting in this 
area (see page 97). 

In addition to Wisco proper, Pure also picks 
up Hollywood Oil Co. of Madison, in which 
Wisco owns majority stock. Thompson-Wisco Oil 
Co., a Racine, Wis., firm supplied by Wisco, was 
reportedly approached by Pure but declined to sell. 

Globe Fuel is one of the largest independent 
fuel oil dealerships in Chicago, with a fuel oil 
volume (including throughputs) of about 400- 
million gal. yearly. Present management, expected 
to be retained, is headed by Jack Blake, president. 

Other recent Jersey acquisitions in the Midwest 
include Pate Oil, Oklahoma Oil, South Side Petro- 
leum and Gaseteria, Inc. 





General 


Washington Outlook 


Government wheels are grinding 
slowly on oil industry issues 


OIL MARKETERS can expect little action during 
May on such vital Washington issues as com- 
mercial accounts, S-11, depletion, divorcement, fair 
trade and a number of antitrust cases. Here’s the 
picture: 

Commercial accounts may get a Congressional 
airing, perhaps before the Roosevelt (D., Calif.) 
subcommittee. But this House small business unit 
faces a heavy schedule of other business during 
May. Also interested in the situation are the Senate 
small business (Sparkman) and antitrust (Kefauver) 
subcommittees. However, they too are busy with a 
host of other matters. Meanwhile, Federal Trade 
Commission is preparing a report to the House 
small business committee defending FTC’s view 
that the practice of selling commercial accounts 
below jobber price is not illegal. 

S-11 already has subcommittee approval, but 
will probably stay on the shelf in the Senate judi- 
ciary committee for a month or more. Sen. Ke- 
fauver (D., Tenn.) will start pressing Sen. Eastland 
(D., Miss.) for action when legislative traffic to the 
Senate floor starts to jam up. Kefauver doesn’t want 
S-11 crowded out as it was last year. 

Percentage depletion won’t face a showdown 
until June or July. Senators who want to cut the 
rate aren’t counting on winning. This year’s strat- 
egy is merely to keep gaining ground. Opponents 
think they'll have the votes they need by 1961—as 
well as a president who won’t veto their effort. 

Divorcement hasn’t got off the ground. While 
the Senate small business committee has listed it as 
a topic for investigation sometime this year, the 
committee is off to a slow start, whittling down an 
ambitious list of matters to be probed. 

Fair trade legislation is expected to be cleared 
by the House commerce (Harris) committee, but a 
House floor vote isn’t assured. The committee re- 
cently held lengthy hearings on some half-dozen 
fair trade measures, so far hasn’t held any execu- 
tive sessions to vote on the bills. 

The Pure Oil Case before the FTC may be 
argued this month. A trial examiner upheld charges 
that Pure sold to all its Birmingham, Ala., dealers 
at a tank wagon price that would permit them to 
post prices 1¢ gal. above private brand competition. 
The examiner’s order prohibits Pure from reducing 
its price in any market unless it proportionately 
reduces prices everywhere for the same quantity of 
product. Pure has appealed this order to the full 
commission. 

The Sun Oil (Jacksonville) Case, another FTC 
price discrimination issue, isn’t slated for Federal 
Court hearings until August or September. Similar 
cases involving Sun, Texaco and Norfolk, Va., 
dealers are still pending before FTC. Examiners’ 
decisions may be rendered this month. 


e In case you missed it... 


> Russell B. Brown, general counsel of Independ- 
ent Petroleum Assn. of America, says his studies 
show elimination or reduction of the depletion al- 
lowance “would mean less oil at higher prices, and 
that elimination . . . would lead to an increase of 
about 5¢ gal. in the price of gasoline at the service 
station.” (For more on depletion, see opposite 
page. ) 


> A Treasury Dept. draft of legislation boosting 
federal gasoline taxes has been presented to Con- 
gress—and ignored. 


> Continental Oil Co.’s marketing department 
won first place among major-company marketers 
for its 1958 accident prevention record—winning 
its 18th National Safety Council “first” in 25 years. 


> A Rambler American won the five-day Mobil- 
gas Economy Run with a mileage of 25.29 mpg. 
Under new rules, the ton-mile judging formula has 
been abandoned as awkward and replaced by 
straight mileage. The field of 47 was the biggest in 
the Run’s history. 


» The U.S. Secret Service has been investigating 
use of slugs in Oriental Refining Co.’s coin-oper- 
ated pumps in the Denver-Greeley, Colo., area. 


> Clerical employes of Gulf Oil Corp.’s Philadel- 
phia sales division voted 10-1 to reject Oil, Chem- 
ical & Atomic Workers as their bargaining agent. 


> McKales Service Stations has increased its out- 
lets on the Pacific Coast to 47, with the lease of two 
stations in Burien, Wash., from Union Oil Co. 
McKales now has 19 units in Seattle, 18 in San 
Francisco and 10 in Portland. 


> Billups Eastern Petroleum Co. is building a 
$160,000 headquarters in Jacksonville, Fla., to be 
completed about June 1. It will include warehouse, 
office and service station, employing about 75. 


> Sunray Mid-Continent Oil plans to acquire at 
least 90% of Suntide Refining through exchange of 
stock. 


> Nicoll Bros. Oil Co., Skelly jobbers, won the 
Denver School Board account with a bid of 10.1¢. 
The purchasing agent, Edgar Olander, said it was 
the lowest price he could recall in years. 


> Lion Oil is entering the Midwest area at St. 
Louis, through Midland Oil Co., a jobber. Lion is 
a division of Monsanto Chemical Co., which has 
its headquarters and 6,000 employees in St. Louis. 


> Mobil Oil Co.’s manager of dealer and distrib- 
utor relations, George D. McDaniel, says his com- 
pany now has 29% of its stations on three-year 
leases. 


NATIONAL PETROLEUM NEWS * May, 1959 





NPN Battleground: With Congressmen—and some oil marketers—drawing a bead on the industry's 
percentage depletion rate, the big question is .. . 


Should the Depletion 
Allowance Be Cuf? 


y ES e ee SAYS JACK COUGHLIN, 


Minot, N.D. independent. A marketer 
who “integrated backward” into refining 
and production, Coughlin says he’ll still 
produce—and profitab!y—if the deple- 
tion provision of the tax code is reduced. 
Coughlin, 39, is a vice president of 
National Oil Marketers Assn. For more 
about his company, see page 126. 


I ’D LIKE TO POINT OUT that I wear two shirts. 
One, I’m an oil marketer competing against 
tax-privileged competitors. Two, I’m personally 
interested in oil production, and I’m firmly con- 
vinced that my company—Westland Oil—in time 
must have at least some of its own production. 

I like to be a “good fellow” in the oil fraternity. 
Therefore, I have a self-serving interest in preserv- 
ing the status quo of the depletion allowance. I 
assure you that I have studied the arguments for 
depletion with a selfish hope that somewhere I 
could find at least a neutral ground on which to 
stand. 

I can only report that the more I studied the 
question, the more convinced I became that deple- 
tion is unjustified. 

Some 33 years ago, when the 27'2% deple- 

(Continued on page 88) 
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NO e @e @e SAYS SAMUEL H. ELLIOTT, 


Standard Oil Co. (Ohio)’s newly ap- 
pointed vice pres'dent for exploration 
and production. Elliott, 57, joined Sohio 
in 1929 in its business research depart- 
ment. He has been vice president for 
transportation and for marketing and is 
a director. He is also active in American 
Petroleum Institute. 


HE JOB OF A MARKETER is to give service 

to others at a profit to himself. The lower the 
price he can afford to charge, the better he serves. 
The lower the price he has to pay for his products, 
the higher his profits. 

Why, then, should marketers concern themselves 
with depletion of crude oil when their interest at 
best is indirect, their knowledge of the subject 
sketchy, and the effect of any change on them a 
long way off? The reasons for our interest, there- 
fore, are not simple. They are complex. But they 
are also important. 

e@ Certainly one of the reasons for marketers 
to be concerned with the subject is that some 
members of the fraternity are saying integrated 
companies subsidize marketing operations with the 
depletion allowance. 

(Continued on page 89) 





38 


Should the depletion 


COUGHLIN: “The more I studied the question, the more 
convinced I became that depletion is unjustified” 


“At no time have I heard the full story when discussing 
the depletion allowance” 


“I say no industry or group grows healthy on subsidies. 
Subsidies favor the few who least need them” 


allowance be cut? Two oil men 


¢ ES (Begins on page 87) 


tion allowance was established by law, it was deter- 
mined—on the basis of what its proponents call 
“extremely careful and scientific explanation and 
testimony”—that a 272% allowance would per- 
mit a proper and adequate incentive for the oil 
industry. The corporate tax at the time was 13%. 

Significantly, the value of the depletion allow- 
ance to any corporation depends on the corporate 
income tax. To put it another way, the value of the 
depletion allowance would be zero if corporate in- 
come tax were eliminated. However, since 1926 the 
corporate tax rate—instead of being reduced—has 
been quadrupled to 52%. Consequently the value 
of the depletion allowance and drilling charge-offs 
has increased 400% —not to mention the benefits 
on crude price increases. 


The oil industry claims, and rightfully, that it 
is entitled to regain its capital investment the same 
as other businesses. However, I would like to point 
out the rarely mentioned fact that in addition to 
the highly favorable depletion allowance, oil pro- 
ducers can immediately deduct for tax purposes a 
substantial part of their outlays for drilling and 
development. The amounts of capital investment 
thus written off at the outset have no effect on the 
future percentage depletion deductions. This re- 
sults in a double deduction with respect to the same 
capital investment. 


Naturally, if I drill a dry hole I can charge it 
off as a current expense. But here is the business- 
man’s dream: If I bring in a producing well, I am 
permitted by special act of Congress to charge off 
in the same year all my intangible drilling and 
development costs. Intangible costs include seismo- 
graphing, drilling, labor, muds and cement—in 
fact, everything except tubing, storage tanks, a 
small amount of pipe and a pump, if necessary. 
And these last tangible items can be depreciated 
like any other capital asset. 

When you build a building, or any income-pro- 
ducing property, you are obliged to set up all your 
labor costs, architectural fees, legal fees, materials 
and costs of financing, to be depreciated over the 
life of the property. Only the oil industry enjoys 
a special charge-off privilege, and in addition is 
still given a 27%2% depletion allowance. The 
value of the charge-off privilege has been estimated 
by competent experts to be almost as great as the 
depletion allowance itself. 


N OW LET’S LOOK at some of the more popular 
arguments for depletion. 

First, the one the public hears most often is the 
statement that eight of nine holes are dry. Some 
depletion proponents will state that the ratio ap- 
plies to wildcats, but a good many don’t, leaving 

(Continued on page 90, outside column) 
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NPN Battleground 


take sides on a heated industry issue 


NO (Begins on page 87) 


e@ Others are taking advantage of the present 
furor over the subject to use it as a sort of polite or 
impolite “blackmail” to gain concessions of one 
kind or another. (Recently, according to Petroleum 
Week, the nation’s two largest maritime unions 
have come out in favor of a reduction in the de- 
pletion allowance, ostensibly to force oil companies 
owning tankers to change their registry in accord- 
ance with union preference. ) 

e Another reason for our interest is that 
changes in the rate of depletion allowed for tax 
purposes will, as I hope to show, inevitably affect 
prices and availability of products—and will, there- 
fore, produce changes in competitive relationships 
within the industry. 


ee DEPLETION ALLOWANCE is simply a de- 
vice to permit an owner of crude oil in the 
ground to recover the value of this capital asset. A 
basic premise of tax laws is that business shall be 
allowed to recover the capital invested in profit- 
producing assets before any taxes are levied on 
earnings. 

In the case of most business assets, such as 
buildings and machinery, their cost or value is 
easily determined. Even in the case of in-the-ground 
crude oil purchased from another party, the cost 
is known and thereby establishes a value upon 
which depletion can be taken. 

The rub comes in determining the value of crude 
oil already discovered, which usually has a value 
in excess of the cost of finding it. This is where 
percentage depletion applies, and the whole ques- 
tion revolves around the justice or adequacy of 
that percentage. 

For 33 years this percentage has been 2742 % 
of the well price of oil produced from any given 
property, provided that this is no more than 50% 
of the net income from the property. It is here that 
the problem begins to become complicated. 

For our purposes, however, it is sufficient to 
say that the 2742% is a maximum figure; and 
because of the restrictions on its application, that 
the average depletion allowance is considerably less. 
Actually it has been determined to be about 23%. 


L? MIGHT BE ARGUED that the depletion allow- 
ance for oil is too high because the allowance 
for sulfur is only 23%, for metals 15%, and 
for coal 10%. But Congress, in establishing al- 
lowances for the several extractive industries, gave 
weight to, among other things, the value of the 
product above ground as compared with its value 

in place. 
In the case of coal, for example, reserves in the 
(Continued on page 90, inside column) 
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ELLIOTT: “Relating to the fairness of the present deple- 
tion allowance, what would be the effects of reducing 
ie?” 


“No one knows precisely what would happen, but 
there can be no doubt that profound changes would 


” 


occur... 


“4s marketers we should face up to the inevitability of 
increased prices as a result of a reduction.” 





Should the depletion allowance be cut? Two oil men 


YES tei mse on 


COUGHLIN: “My personal be- 
lief is that some time in the 
near future, the Senate will 
pass a reduction based on a 
bill similar to the Proxmire 
amendment.” 


the inference that it applies to all wells. 


At no time have I heard the full story when 
discussing depletion. Here it is: 

According to the Oil & Gas Journal, we find 
that there were 11,739 wildcat wells drilled in 1957, 
of which 1,652 were successful and 10,087 were 
dry. These are the eight out of nine you hear about, 
and I don’t think I have to dwell on the importance 
of a successful wildcat. 

However, there were 41,038 additional develop- 
ment wells drilled, of which 30,424 were producers. 
In other words, out of 52,777 wells drilled, we had 
32,076 successful wells and 20,701 dry holes—or a 
ratio of more than one and a half producers to 
each dry hole. 

Another argument advanced for depletion is that 
exploration and drilling would otherwise decline 
to the point where we would endanger our national 
security. This would seem to be off base on two 
counts. 

For one thing, just about everyone admits that 
the next war, if there is one, will be over in a 
matter of hours or days. 

Second, since the 1930’s we’ve had such a surplus 
of domestic production that two measures were 
taken to curtail it—namely the Oil Compact Com- 
mission, to prorate oil by states through daily al- 
lowables, and the Connally “Hot Oil” Act. It seems 
contradictory to have tax subsidies in the form of 
depletion allowances and charge-offs encouraging 
production, while on the other hand restricting 
wells to 10 days’ production. 

Equally contradictory seems the argument that 
the recently imposed import restrictions are bene- 
ficial to national defense. It means we'll be using 
up our own natural resources at a time when—for 
obvious social and political reasons—we should 
keep Middle East oil producers operating and en- 
courage our Canadian friends as well. 

Still another argument for depletion is that with- 
out it, the price of gasoline would increase as much 
as 3¢ or more. 

First of all, that statement should defeat itself 
because it is threatening by implication. Let’s for- 
get the threat and look at it realistically. 

Businesses don’t pass on their advantages to the 


ground typically have a value of 10% or less of 
the above-ground market price. Hence a depletion 
allowance of 10% on, say, $4 a ton would allow 
the owner to recover 40¢ per ton as a return of 
his capital free of any income taxes. 

In the case of crude oil, domestic reserves have 
a value typically about one-third of the market 
price above ground. Hence it would seem that 
with a wellhead price of $3 a bbl. and a value 
in the ground of $1 a bbl., the depletion allowance 
might well be 3344 % instead of 2712% in order 
for the owner to recover his capital free of taxes. 

But logic goes out the window when we hear of 
a wildcatter accidentally discovering an East Texas 
Field with a reserve of two or three billion barrels, 
or of a major company scientifically selecting a 
location and drilling into 100-million bbl. of re- 
serves. 

The catch is that there is no other field like 
East Texas, that only two fields of as much as 100- 
million bbl have been found in this country since 
1952, and that only about one wildcat well in ten 
discovers oil. 


T O ARGUE that the depletion allowance provides 
a source of income with which to subsidize 
unprofitable marketing operations suggests either 
that the arguer has missed the relevant facts, or 
that by opposing the oil producers and integrated 
companies, some advantage can be gained. 

As to the facts, one need go no further than the 
study of C. C. Anderson, chief petroleum engineer 
of the U.S. Bureau of Mines, presented at the re- 
cent World Power Conference in Montreal. It shows 
that total expenditures for finding, developing, and 
producing crude oil and gas have increased from 
$3.9-billion in 1948 to $7.1-billion in 1955, while 
the value of the oil and gas produced increased 
from $4.8-billion to only $6.7-billion. 

This resulted in an actual deficit for the finding 
and producing segment of the industry amounting 
to $400-million in 1955. In that year, finding costs 
alone were $2.3-billion. 

Even if the maximum depletion allowance of 
274%2%, rather than the average of 23%, was 
applied to the $6.7-billion value of the crude oil 
and gas produced, it would have generated only 
$1.8-billion, or half a billion dollars less than the 
cost of finding oil alone—to say nothing of the 
developmental expenses. 

Circumstances since 1955 would tend to in- 
crease rather than decrease the deficit of the deple- 
tion allowance to cover the cost of finding oil. 

An additional fact to consider is that substantial 
evidence exists to show that marketing needs no 
subsidy. A number of companies have entered 
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take sides on a heated industry issue 


YES 


customer. A manufacturing plant or a refinery with 
a favorable geographical location doesn’t lower its 
price by the amount of freight saved. Neither 
does a business that cuts costs by being efficient, or 
a cooperative because it buys at a savings. 
Business is not a philanthropy, and any retained 
profits it realizes through tax privileges are re- 
turned to stockholders or used for expansion. 
Yet oil says it needs these tax privileges to keep 
an important industry healthy. I say no industry or 
group grows healthy on subsidies. Subsidies favor 
the certain few who least need them. Depletion al- 
lowance, drilling charge-offs, proration of oil to or 
below market demand, transportation profits from 
pipelines or tank ships, and fast tax write-offs for 
so-called emergency facilities have removed the 
financial risk of integrated oil companies, so that 
they can be said to operate in a preferred class. 


HE ONLY COMPETITION left in the oil indus- 

try is in a few remote places where there are 
some hardy independent refiners left, or where a 
couple of dealers or jobbers get into a local dis- 
agreement and try to prove who has the long- 
est pocketbook. But even these remnants of a once 
hardy, competitive industry are fast disappearing. 
Dealers are becoming more and more the employes 
of the major oil companies. Wholesalers cannot op- 
erate unless they sign up. 

Little wonder the Senate small business subcom- 
mittee found that “the petroleum industry can be 
set down as definitely a monopoly.” By no stretch 
of the imagination can a monopolistic industry be 
a healthy one. 

As late as 1916, in legislating on depletion, 
Congress included safeguards against evasion be- 
yond full recovery of cost, by declaring: “That 
when the allowance authorized shall equal the cap- 
ital originally invested, or, in the case of purchase 
made prior to March 1, 1913, the fair market value 
as of that date, no further allowance shall be made.” 

That should have remained the basis for deple- 
tion in the oil industry—a method whereby a tax- 
payer in the natural resource industries avoided 
paying taxes on capital, and yet contributed its 
fair share of taxes on income. 

But here’s what happened. The first error oc- 
curred in 1918, when Congress provided for “dis- 
covery depletion” or the use of “discovery value” 
for computing the capital investment, rather than 
the actual investment. From this inflated value after 
discovery of oil, gas or minerals, the depletion could 
thereafter be computed. Under this method, when 
an oil or gas well was brought in, an engineering 
concept of the amount of oil that would be pro- 

(Concluded on page 92, outside column) 
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ELLIOTT: “(The industry] 
might have performed ade- 
quately with a different al- 
lowance, but . . . its impres- 
sive accomplishments were 
achieved with the present al- 
lowance unchanged for 33 


years.” 


the oil business by way of marketing, acquiring 
refineries and pipelines and eventually crude oil 
production. 

In such instances, perhaps a case could be made 
that if any subsidizing was done it was done by 
the marketing activities—subsidizing production. 

Perhaps most convincing, however, is the growth 
of private-brand marketing, which, as every mar- 
keter knows, is vigorously expanding and obviously 
without subsidy of any kind. 

It would seem that such evidence provides a 
reasonable basis for accepting the statements of 
integrated companies that their marketing opera- 
tions are conducted at a profit and are, therefore, 
in no need of subsidy from the depletion allowance 
or from any other source. 


* Semensenge to the fairness of the present deple- 
tion allowance, what would be the effects of 
reducing it? Some say only the independent pro- 
ducers (who, incidentally, drill most of the 
wildcat wells) would be hurt and would begin 
selling out to the majors; others that by thus re- 
ducing the attractiveness of searching for oil, less 
oil would be discovered and our dependence on 
foreign supplies would increase; still others that the 
integrated companies would simply make less 
money, a change which they could well afford. 


No one knows precisely what would happen, 
but there can be little doubt that profound changes 
would occur that would gradually affect all seg- 
ments of the oil industry, the industries which 
supply and are supplied by the oil industry, and 
eventually, of course, that little guy who takes the 
brunt of everything—the consumer. 

As marketers we should face up to the inevita- 
bility of increased prices as a result of a reduction 
or elimination of the depletion allowance. Surely 
no one will quarrel with the proposition that in 
the long run, prices must cover all costs, including 
the cost of capital. 

If the depletion allowance is reduced, income 
taxes will be increased. Income taxes are a cost 
the same as any other taxes. 

This is not to argue that if costs go up today 

(Concluded on page 92, inside column) 





NPN Battleground 


YES (Begins on page 87) 


duced was set up on the books, and thereafter this 
became the so-called “capital” subject to depletion. 

Following this first error in 1918, Congress in 
1926 abandoned the “discovery depletion” prin- 
ciple. The principle was bad enough in itself, yet 
at least it provided an incentive bonus to the wild- 
catter. The tax laws since 1926 have authorized an 
oil or gas company to deduct 2742% from the 
gross income from any property producing oil or 
gas. This 2742 % deduction is computed as a per- 
centage of income from each property without re- 
gard to the amount of the investment or the amount 
of prior depletion deductions. One saving condi- 
tion was attached: namely, that in no case may the 
deduction exceed 50% of the income from the 
property—something that doesn’t happen very of- 
ten. 

Obviously, over the life of an oil well or gas- 
producing property the depletion allowance will 
not only exceed the investment or cost, but will go 
on and on without limitation of time or value. 


§ home HAVE BEEN many suggestions advanced 
to correct or alleviate the inequities of 
these tax privileges. They range from true depreci- 
ation, to “discovery depletion” for the wildcatter, 
to divorcement of the oil industry to prevent 
subsidizing refining and marketing losses with -de- 
pletion benefits, to a change in the present structure 
of the allowance—specifically, a graduated reduc- 
tion to 15%. 

While true depreciation may be the fair and 
ideal basis, the realist in me says it’s too big a step. 
My personal belief is that some time in the near 
future, the Senate will pass a reduction based on 
a bill similar to the Proxmire amendment of last 
year. 

Briefly stated, the Proxmire amendment would 
amend the present law three ways: (1) To allow 
the present 2742% depletion on gross income up 
to $1-million; (2) To reduce the depletion rate to 
21% on income from $1-million to $5-million; (3) 
to reduce the depletion rate to 15% on income 
over $5-million. The drilling charge-off privilege 
would not be changed. Oil companies would be 
allowed to write off 10 times the cost of their in- 
vestment as compared to depreciation, based on 
figures from a recent presidential commission. 

That’s what I see ahead for the depletion allow- 
ance, and I think it’s a good thing. ® 


> This is the first in a new series of NPN Battle- 
ground features. In upcoming issues, other outstand- 
ing industry figures will square off on controversial 
questions affecting marketers today. 


NO (Begins on page 87) 


because of a wage increase, prices can be raised 
tomorrow. Prices are the result of the relationship 
between supply and demand, but it is not necessary 
here to examine in detail the factors that would 
force an adjustment in the supply resulting in in- 
creased prices. It is sufficient to remind ourselves 
that the return on investment in the oil business 
must be adequate to attract capital; that if this 
fails to be the case, expansion will cease, supplies 
will diminish relative to demand, and prices will 
rise. 

Several studies have been made showing that 
over a long period of years the percent return on 
net assets of oil companies is comparable with, 
though somewhat less than, that of manufacturing 
companies generally. 

It seems clear, therefore, that increased costs re- 
sulting from a reduction in the depletion allowance 
will result in increased prices. 

Perhaps, however, we might take the comfortable 
position that rising demand will solve the problem. 
What difference does it make to the marketer if he 
sells a little less but gets a higher price? Calcula- 
tions have been made showing that increase in 
prices, depending on the assumptions made, would 
be on the order of 112¢ to 3¢ gal. on light products. 

It may not be idle to speculate what effect such 
changes would have where heating oil is competing 
with coal, gas and electricity, or the effect on con- 
sumption of gasoline if added to rising gasoline 
taxes. Last year, for example, the sale of small 
foreign cars increased by 80% while the sale of 
domestic makes was declining by 26%. 


Toa ARE SOME who say that prices need not 
rise; that oil imported from overseas should be 
allowed to flow freely into domestic markets and 
thereby keep prices at current levels or lower. From 
the viewpoint of a theoretical economist, the argu- 
ment is appealing. 

Such a viewpoint, however, is of little validity 
when considering the desirability of keeping the 
oil industry healthy in times of peace or the neces- 
sity of ample domestic reserves in time of war. 
Furthermore, the question has been settled for us 
by the imposition of compulsory import controls as 
a part of our national policy. 

The contributions of the oil industry to higher 
standards of living in times of peace and to victory 
in times of war need no elaboration here. It 
might have performed adequately with a different 
depletion allowance, but that is something we 
will never know. 

What we do know is that its impressive accom- 
plishments were achieved with the present deple- 
tion allowance unchanged for 33 years. i 
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Brief But Significant 


Esso challenges Detroit economy claims . . . Tidewater profits bounce back .. . 


Plea for industry oil change campaign . . . Re-refiners lose court appeal .. . 


PEsso Standard has blasted regular- 
grade gasoline recommendations of 
some U. S. car makers. Many so- 
called “economy” automobiles won't 
operate satisfactorily on regular-grade 
as manufacturers claim they will, says 
Esso, based on engineering studies. 


SIGNIFICANCE: The oil industry is dis- 
turbed by such claims, wants to keep 
car makers from going overboard. 


PFuel-oil sales in New York, New 
Jersey and Pennsylvania rose 6% a 
year in the decade through 1957. But 
natural gas sales went up 9%. This is 
shown in a survey by the Petroleum 
Industry Research Foundation and 
the Empire State Petroleum Assn. 


SIGNIFICANCE: The trend was clearly 
against distillate heating, says the re- 
port. Conversions from heating oil are 
rising and conversions to it are de- 
clining. 


Tidewater Oil Co. reports a first- 
quarter net profit 10 times greater 
than that of last year—$8-million 


compared with $800,000. Tidewater’s 
entire net profit last year was $2.6- 
million. 


SIGNIFICANCE: A big factor in this 
upsurge was the eastern division’s 
highest quarter in six years. Tidewater 
attributed it to high crude throughput 
at the Delaware refinery and increased 
yields of gasoline and middle distillates. 


>What the oil industry needs is a 
united “Change Oil” campaign, says 
L. T. White, Cities Service vice presi- 
dent. “Everyone’s trying to get a big- 
ger piece of pie for himself, but the 
whole pie can go to hell,” he adds. 


SIGNIFICANCE: A _ centenarian this 
year, the oil industry has never had a 
national merchandising event. It’s 
about time the industry broke the ice, 
says White. 


>Two California utilities, Southern 
California Gas Co. and Southern 
Counties Gas Co., have asked the 
state Public Utilities Commission for 
higher gas rates. The utilities want 


to offset $9.4-million increased costs 
asked by their supplier, El Paso 
Natural Gas Co. 


SIGNIFICANCE: Higher natural gas 
costs may appear in other areas, too, 
dulling this product’s competitive edge 
in the home-heat market. 


PU. S. Circuit Court in Denver has 
upheld an order of the Federal Trade 
Commission requiring that reprocessed 
lube oil be labeled as such. Loser in 
the appeal was Double Eagle Refining, 
Oklahoma City. Court vote was 2 to 1. 


SIGNIFICANCE: This ruling, if not re- 
versed by superior court, will almost 
certainly hit sales of reprocessed lube 
oil sharply. Double Eagle says it will 
destroy the business. 


Sun Oil Co. has joined the distribu- 
tion division of Oil-Heat Institute of 
America. Pure Oil Co. became a 
member earlier. 

SIGNIFICANCE: Supplier imterest in 


heating oil seems to be perking up. 
This could be the beginning of a trend. 


PUSH BUTTON device installed on pumps measures out... 


‘Gas’ by the Buck 


Simplified pre-set system is 

slated for a nationwide trial 
THE DEVICE has only five push buttons. The 
buttons set the pump to measure out $1, $2, $3, 


$4 or $5 worth of gasoline. Used in combination 
with a latch-open automatic nozzle the unit pro- 
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vides unattended pumping for 96% of all cus- 
tomers in the average station, says Veeder-Root. 

An earlier experimental version also had set- 
tings for even-gallon amounts, but these have been 
eliminated because calls for such quantities were 
found to be too few (3.8% at one location, 4% 
at another). 

This version had another difference: dollar but- 
tons went up only to $4. A $5 button was added 
on the new device to take care of higher-price 
areas. 

About 100 of the new units are being produced. 
They'll be shipped to gasoline pump manufacturers 
to be placed on new pumps. Trials are slated for 
all parts of the country. 

In two field trials (at Hartford, Conn.) with the 
original version, gasoline orders fell into this pat- 
tern: 

Veeder-Root’s Test—66.6% for full tank deliv- 
eries, 49.5% for $2 worth, 24% for $1, 18.5% 
for $3, and 8% for $4. 

Mobil’s Test—46% for full tanks, 48.5% for 
$2, 39% for $1, 10% for $3 and 2.5% for $4. 

One pump handled 12,000 gal. of regular gaso- 
line a month with an average transaction of 8.85 
gal.; the other put out 10,000 gal. per month with 
an average of 8.15 gal. 





THE LIGHTER SIDE 























“NO WONDER THAT MOTOR SOUNDED LIKE IT WAS READY TO CROAK!” 


THE BRIGHTER SIDE... 


A frog in a radiator is quite a mystery . . . but there’s 
no mystery about the clear-cut service provided to 
independent marketers by Ashland Oil & Refining 
Company. As the nation’s largest independent supplier 
of petroleum products, Ashland Oil understands and 
respects your independence. Here are some of the 
benefits you get from a working agreement with us: 


e@ You get to do your job without interference. 
e You get effective merchandising plans and selling tools. 


e You get products of the highest quality . . . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


For complete information on how Ashland’s sales 
program for independent marketers can benefit you... 
write, wire or phone us today! 


The Independent Supplier for Independents 


(To obtain more data on advertised products see page 146) 


ASHLAND OIL & 
REFINING COMPANY 


Home Office: Ashland, Kentucky 
ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
CLARKSVILLE, IND., 214 Center Street-—CLEVELAND, 0., 
Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street—NASHVILLE, TENN., 5E. Main Street 


—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bldg. 
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NPN Special Report 


How the U.S. Jobber 
Stands Today 


How DOES the U. S. oil jobber stand—950 years after 
the birth of modern oil marketing, 100 years after the 
industry's birth? 

Whether he realizes it or not, he is entering a new era. All 
indications are that strong jobbers are as strong as ever today, 
whether large or small; but middling operators may be headed 
for trouble. The reason is our new economy of abundance. With 
the outlook for long-run surpluses in the marketplace, wide 
innovations in distribution and merchandising, changes in 
technique and equipment, there won't be room for the marketer 
who is just a mediocre businessman. As a high industry official 
points out on page 15, it will be survival of the fittest in 


the future. 


Continued on next page 
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How the U.S. Jobber Stands Today (Begins on page 95) 


Fortunately there are plenty of fit firms among the 16,000- 


plus branded jobberships in the U.S. NPN’s most recent survey 
shows the average jobber has been in business over 17 years; 
serves 1] stations, 9 other outlets, 128 farm accounts, 546 home 
heat accounts; owns 1.3 bulk plants, 3.2 stations, 6.3 trucks; 
has an annual dollar volume of $630,000, fixed assets of $140,300. 

The jobbing segment is diverse. It takes in rural jobbers 
doing under 250,000 gal. a year as well as operators doing 
volumes as great as 50-million. But size won’t be the real key 
to the branded jobber’s future. His biggest asset, as always, 
will be his localized, personalized way of doing business. 

As a local merchant, the jobber knows local customers, 
hires local labor. He meets and takes advantage of local condi- 
tions with swiftness and flexibility. When he couples his local 
position with modern facilities and methods—and concentrates 
on profitable business—he has a combination that’s: almost 
impossible to beat. 

On page 99, NPN presents a gallery of top jobbers who have 
built such combinations. You'll read how these typical standout 
jobbers are strengthening their businesses for tomorrow’s 
competition. On page 113, you'll see how an average-sized 
jobber has insured continuity for his business—an essential but 
sometimes neglected step. And on the opposite page, you'll read 
what suppliers are doing to get new jobbers—a testimonial to 
the strength of the jobber today. 
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What Suppliers Are Doing 
To Get Jobbers 


With jobber recruitment drives springing up in some areas, NPN 
surveys the country for an up-to-date look at what's going on 


OBBERS are being actively recruited by major 
J and independent oil companies in many areas. 
A few suppliers have beefed up their recruitment 
programs in the past six months. 


Suppliers beating the bushes for gasoline and/or 
heating oil representation are D-X Sunray, Texaco, 
Phillips, Pure, Champlin, Vickers, and Sun. 

Most East Coast suppliers want heating oil 
jobbers. 

Practically all companies are continually on the 
lookout for likely candidates. Some are trying to 
expand, but most are just filling in. A jobber who 
meets the specifications can find handsome deals, 
but in most cases he won’t be able to get anything 
extra in margins. 

It’s true, of course, that suppliers are increasingly 
buying up jobberships and marketing direct. But 
special circumstances usually apply. Generally, 
where jobbers are strong, they’re getting stronger. 
And suppliers are pouring money into recruitment 
as if to confirm it. 


In gasoline, oversupply traditionally puts re- 
fineries on the prowl for jobber outlets. This is 
evident now. Says a Midwest major-company of- 
ficial, “Suppliers have all got gasoline to sell—lots 
of it—and they’re all making it as rough as ever 
to win over a jobber.” 


In heating oil, jobberships are exceptional per- 
formers. In some areas, suppliers are buying these 
out when they can or think they must (see page 
131). But when they aren’t, they’re actively re- 
cruiting. This is especially true in the East. 


What Suppliers Are Looking For 


Aggressiveness and capital are the jobber quali- 
fications most often mentioned first. But as for 
money, there’s a lot of room for special considera- 
tion in individual cases. 

By far the greatest recruitment concentration is 
on jobbers already in the business. But if a non- 
jobber has enough money, he can get almost any 
supplier interested. Frequently a company man will 
become a jobber, or a strong agent will be con- 
verted. But again, there’s usually capital behind 
him. 

What suppliers try to steer clear of is a jobber 
who’s quick to cut price. They claim this can 
cost hundreds of thousands of dollars in special 
allowances. They want a jobber who competes in- 
stead with service, clean operation, sales promotion, 
and who has stations that fit in. 
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What Jobbers Want 


A lot of jobbers are looking around, too. Most 
want good financial backing, exclusive territory, 
and a climate favorable to jobbers. 

Wider margins are good inducements, but the 
experience is that these often don’t last. 

Jobbers depend a lot on what other jobbers 
have to say about their suppliers. They’re wary of 
companies that try to push things down a jobber’s 
throat—a common criticism. 

A big complaint against suppliers right now is 
that they’re wholesaling gasoline for less than their 
jobbers pay for it—both to commercial accounts 
and to unbranded outlets. 


What Suppliers Are Offering 


Inducements to jobbers have become generally 
uniform. This is because an attractive, feasible 
idea catches on quickly. 

Special concessions don’t stay secret long. Says 
one supplier, “If another company offers our job- 
bers an under-the-table deal, the first thing he 
does is run to us and ask us to beat it.” This 
throws suppliers back on personal contact—the 
key to most jobber recruitment. 

A good jobber offer might contain most of the 
following elements: 

e Exclusive territory. 

e Financial assistance for expansion. 

e “Partnership” policy. 

e@ Credit card program. 

e@ Real estate procurement and engineering de- 
sign assistance. 

Management guidance. 

Technical services. 

Cooperative advertising. 

Dealer training. 

TBA plan. 

Sales promotion aids. 

Change-over redecorating and rebranding. 

Occasionally a supplier will offer jobbers bigger 
margins, especially if it’s breaking into a new 
market. This was reportedly the case with Phillips 
in its massive invasion of the South (NPN—Nov. 
56, p104). 

But margins are not usually a talking point. As 
one major-company man put it, “An experienced 
jobber knows that if one company will give him 
more than is competitive, he stands a good chance 





How 19 Big Oil Marketing Companies Are Handling Their 


(Begins on page 97) 


of having it taken away at some future date. He 
knows we have to remain competitive on margins.” 

There are variations and differences of emphasis 
on the basic offer—and sometimes these are crucial. 


Here’s a rundown on some suppliers: 


American Petrofina—Entire distribution sales de- 
partment is devoted to company jobbers and prospects. 

Fina concentrates on retail but is extending into 
some farm areas. Doesn’t go after commercial busi- 
ness as a company but will, on specific deals, back 
jobbers who do. 


Amoco—lIsn’t actively soliciting jobbers in any new 
areas. However, it appears to be looking for more 
jobbers in parts of Kentucky and Arkansas. 

Amoco believes margins are secondary to a com- 
pany’s long-term record of jobber dealings. 

Says an official, “A jobber knows that margins are 
tied pretty well to economic conditions. If he’s offered 
more margin, he knows that it may be temporary, 
that it can be withdrawn at any time.” 

Amoco avoids jobbers who've fallen out with 
another supplier, “know-it-alls,” price cutters. 


Ashland—Continuously solicits new jobber business. 
Claims a substantial net gain of jobbers in recent 
years. 

Ashland’s big pitch is that it’s jobber dominated 
and thus sympathetic to jobber problems. 


Atlantic—Has added perhaps 10 jobbers in the past 
two years, mostly in the Carolinas and Georgia. 

Offers five-year contracts and negotiates for re- 
newal. Doesn’t think five years is long. “You're only 
fooling yourself if you offer one-year contracts,” says 
a spokesman. 

Jobbers get an exclusive territory. Margins are said 
never to exceed the going scale in the area. 

Atlantic looks for jobbers who will market the way 
it does. Wants an ethical, aggressive businessman with 
good financing. Avoids the price artist, a man without 
ethical standards. 


Calso—Active jobber recruitment program aimed 
at expansion. Looking for representation in North 
Carolina. 

To fill in, Calso wants jobbers in central and west- 
ern Pennsylvania, western Maryland, Virginia, and a 
few spots in New York state. 

Jobbers know Calso is mostly jobber distribution 
and will not knowingly put another jobber in the same 
territory, says an Official. 


Champlin—A special jobber recruitment program 
has been going for about six months. This is how it 
works: 

Salesmen pinpoint areas where Champlin wants dis- 
tribution, make up a list of jobbers there and their 
qualifications. A salesman or sales supervisor visits 
prospects, reports contact to division office on a pre- 
pared postcard. 

Champlin has a printed guide of 11 reasons why 
jobbers should change to Champlin. The salesman’s 
card to division tells which of the 11 reasons was 
presented that day and lists other pertinent infor- 
mation. : 


The new plan keeps Champlin from scattering its 
shots, says an official. 

The company looks mainly for good retail rep- 
resentation and active tank-truck distribution in farm 
areas. Champlin doesn’t compete with its jobbers for 
commercial business, says an official. 

Special inducements: (1) Champlin pays two-thirds 
of the cost of a jobber’s farm meetings. These in- 
clude entertainment and brief talks on products. (2) 
Champlin is geared to move fast to meet competitive 
offers, says an official. 


Cities Service (Del.)—Jobber recruitment is done 
by regional wholesale managers. Cities picked up about 
a dozen new jobbers last year, about 20 in two years, 
says a spokesman. 

A big factor in Cities’ approach is joint planning 
for steady growth. “After all, a lot of these jobbers 
just grew like Topsy and need some long-range plan- 
ning advice,” an official says. 


Cities Service (Pa.)—Solicits jobbers mainly to fill 
vacancies. Offers protected territory. 

Will also offer jobbers Cities Service gallonage in 
direct marketing areas that aren’t profitable to the 
company. 


D-X Sunray—<Active jobber recruitment program. 
Has picked up about 25-30 in the past two years. 

Emphasis is on continuing close contact with nearly 
all jobbers. 

“We may call on a man for 15 years just to stay 
acquainted—and may never get him,” says an official. 
“But being that well acquainted with us, if he does 
decide to make a move, he’ll think of D-X.” 


Esso—Keeping an eye out for heating oil jobbers. 
One-year contracts, no defined territory. Margins are 
said to be competitive. 


Kerr-McGee—Has active jobber recruitment pro- 
gram. This now includes study and evaluation of 
present jobbers. If one isn’t aggressive enough or 
doesn’t fit Kermac’s needs, he’s eliminated as his con- 
tract expires. 

Company’s coming out soon with a package jobber 
deal. Inducements are not expected to be unique, but 
the package is meant to be attractive as a whole. 


Mobil—Looking for heating oil and gasoline job- 
bers to fill distribution vacuums. Not expanding into 
new territories. 

Recently began offering a franchised heating oil 
territory to its branded gasoline jobbers. 

Has picked up 35-40 heating oil jobbers in the past 
two years, mostly branded. 

Mobil stresses its ability to make its jobbers better 
merchants. 

As for gasoline jobbers, Mobil wants them mostly 
for rural areas. 

“We sell them at a competitive price,” explains a 
spokesman. “A sound distributor knows that when 
differentials get too high, his supplier has to answer 
the question: ‘Is jobbing the most economical way of 
reaching this market?’ ” 


Pure—Has active jobber recruitment program 
about two years old. An official says Pure’s picked 
up about 100 jobbers in that time. 

This program was begun with a shake-up of the 
marketing department to get “everyone straightened 
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Jobber Recruiting Programs 


out on the importance of the jobber in Pure’s market- 
ing scheme.” 

Biggest lure to new jobbers, says a spokesman, is 
“the company’s flexibility in helping jobbers finance 
new stations.” 

Pure tries to steer clear of men who indicate they'll 
be satisfied with a certain rate of growth and won't 
push for more. 

Pure’s now hunting for jobbers in northern Illinois 
and Indiana and in southern Wisconsin. 


Shell—Has added about 50 heating oil jobbers the 
past two years. No formal recruitment program for 
gasoline jobbers. 

Offers jobbers a protected territory on 3- to 5-year 
contracts with automatic renewal clauses. 


Sinclair—Recruiting jobbers, but not for expan- 
sion. Operates generally through commission agents. 
Looking itself over in spots where it has marginal 
operations, with the idea of converting commission 
agents to jobbers or getting jobbers to handle the 
agent’s gallonage. 

Contracts are written for one year but have ex- 
tension for 10 years on year-to-year renewal. 

Sinclair wants experienced jobbers, generally, but 
won’t pass up an inexperienced man who has the 
money. “We feel we have the program to make him 
successful,” says an official. 


Skelly—No formal jobbe1 recruitment program as 
such, although 70% of its volume is handled through 
jobbers. But recruitment has been stressed generally 
the past two years. 

Has about 1,700 jobbers now, claims to have picked 
up “quite a few” the past 10 months. 


A big inducement is liberal station financing. Skelly win aces 
reportedly will pick up 85% of the tab if the jobber 9 On the following pages, 


will pick up 15%. Payback can be made over 15 NPN presents a gallery of 20 
years at what are said to be lower-than-local rates. ‘ 
top U.S. jobbers. Though most 
Sun—A heating-oil jobber recruitment program has - 
been going for about six months. would rank among the biggest 
Offers an exclusive franchise, except in large met- ‘ . h 
ropolitan areas. Gives one-year contracts, lately ex- in the nation, the 


tending them to two. “err . ; 
Sun’s making a strong bid to unbranded jobbers. list Is not intended to be com 


Believes it has more to offer them. ; plete. It is intended to pro- 
Sun tries to get maximum inducement mileage out Oene f 

of its big custom blending advertising campaign, en- vide insight into... 

couraging jobbers to take advantage of the interest 

stirred up among motorist-homeowners. 


Texaco—Started a heating-oil jobber recruitment 

program two years ago. Has added about 1,000 such 

jobbers since then. Most are strictly fuel-oil jobbers 

but some have expanded into heating from gasoline. Wha ft M ad e 5 A 
Doesn’t offer special margins but keeps competitive, 

says the company. Contracts run year to year. No 


2 
rotected territories but jobbers know where they 
Zante compan a Top Jobber Tick? 
Texaco avoids the hot-and-cold operator, the bar- 
gain hunter, the jobber with too many risks. 5 en me 6 
Vickers—Has a man in charge of looking for and 
luring good jobber prospects. 
Reportedly offers lower prices and thus better 
margins. 
Most jobber additions are recruited from competi- 
tive companies. c) 
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American Coal Co. 


FIRMLY ENTRENCHED in its market, American Coal Co. 
of Hartford, Conn., racks up 50-million-gal.-a-year volumes 
for its supplier, Cities Service. 

Founded in 1908, American Coal got its first taste of oil 
marketing as a private brander in the late ’20s. It switched 
to branded operation when it signed with Cities in 1946. 

Management mixes experience and youth. Charles Sheke- 
toff, 65 and the founder, is president; James Mahoney, 54, is 
executive vice president. Lewis and Merwin Sheketoff, both 
in their thirties, are vice presidents; Allen Hewitt, 49, is sec- 
retary-treasurer. At peak season, American Coal employs 135. 

The company markets exclusively in Hartford County, Con- 
necticut’s most populous area. Main storage is an 11-million- 
gal. barge plant in East Hartford. Bulk plants (total capacity: 
60,000 gal., all heating oil) are in Thompsonville, Windsor 
and Tariffville, in the northern part of the market. The com- 
pany has 30 gasoline and fuel oil trucks. 

American Coal serves 36 stations—more than half owned 
or controlled. It has over 13,000 heating oil accounts, offers 
burner service, and sells oil-heat equipment. 

Annual volume has risen 60% in the last 10 years; the 
gain is credited to early expansion in heating oil, burner 
service and sales. - 

Present expansion plans include looking for new sites and 
building new outlets, but American Coal isn’t committed to 

JAMES MAHONEY a set number of stations per year. 


2 Guttman Oil Co. 


EX-DEALER LEO D. GUTTMAN, 46, is one of Texaco’s 
largest jobbers. As president of Guttman Oil Co., Belle Ver- 
non, Pa., he heads a 24-million-gal.-a-year business (up from 
500,000 gal. before 1950). 

Guttman began in 1940 with two company stations. He 
now has 75 controlled outlets, 50 other dealers, 300 home 
heating accounts and 25 commercial gasoline and diesel 
accounts. 

Management includes Guttman’s younger brothers Howard 
(vice president) and Jesse (secretary-treasurer). The com- 
pany employs 24. 

Original market area was Washington County, Pa., but 
Guttman has since entered Marshall and Ohio Counties in 
West Virginia. 

Guttman used to pick up product at Texaco’s Coraopolis 
terminal, northwest of Pittsburgh. Now he owns a former 
Esso Standard barge plant in Belle Vernon, where he stores 
1.25-million gal. gasoline, 150,000 gal. No. 2, 100,000 gal. 
No. 1, and 50,000 gal. kerosine. Nine transports deliver 60% 
of gasoline direct to outlets. 

TBA is handled through Guttman Supply Co., an auto- 
motive supply house with office-warehouse in Belle Vernon. 

Guttman usually builds three to five stations a year, has 
modernized controlled outlets with porcelain enamel fronts 
and improved lighting. He follows local highway changes to 
find station sites. LEO GUTTMAN 
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AERO OIL CO., New Oxford, Pa. is thought to be 
Atlantic Refining’s biggest jobber. Head man is 
Dave DeTar, 63, who set up the company in 
1929 to handle Fleet-Wing products. He switched 
brands in 1946. 

Management includes younger men “for con- 
tinuity.” Ruelle Wolf, 42, is executive vice presi- 
dent; Tom Washburn, 32, is general manager. 
Aero employs 110. 

Annual gallonage adds up to 46-million: 26- 
million gasoline, 13-million No. 2, 4-million No. 6, 
3-million kerosine. Market area covers four coun- 
ties in Pennsylvania and three in Maryland. Prod- 
uct comes from Atlantic’s pipeline terminal at 
Mechanicsburg, Pa., and its tanker terminal at 
Baltimore. Eight transports haul 62% of gasoline 
direct to stations; remaining product goes to 11 
bulk plants (total storage: 789,000 gal.). Fleet in- 
cludes 60 tank trucks. 

Aero has 60 controlled stations, 150 other 
dealers; 3,000 home heating accounts; 700 farm 
and 400 industrial accounts. 

TBA sales were $500,000 last year. 


The company has grown from 510,000 gal. vol- 
ume in 1930, 6.5-million in 1945. Gross sales last 


° 
pads hy 


4 George Hall Corp. 


GEORGE HALL CORP., Ogdensburg, N.Y., is 
one of California Oil Co.’s five biggest jobbers, 
with an annual gallonage of 45-million gal. 
The company is 104 years old—has been an oil 
jobbership since 1928—but top men are youthful. 
Frank A. Augsbury, Jr., 34, son of the late presi- 
dent, is head man; Peter Stien, 30, is sales manager; 
John Mack, 34, is secretary. Harry J. Cool, 56, 
provides experience as senior vice president. 
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DAVE DETAR 


year were close to $10-million, with fixed assets 
valued at $1.6-million. 

Stations are located for neighborhood business. 
Aero has pushed heating oil aggressively since 
1942, has bought out smaller jobbers in recent 
years. Not many new stations have been built in 
the last 10 years; DeTar refuses “to get into a 
bidding race with the majors.” New stations go up 
“as the market needs them.” 


Market area covers eight counties in a 12,600- 
sq.-mi. area. The company has 40-million gal. 
storage at terminals in Plattsburgh (Lake Cham- 
plain), Sackets Harbor (Lake Ontario) and Ogdens- 
burg (St. Lawrence River). It also leases storage 
at Massena (St. Lawrence Seaway). Eleven bulk 
plants average 60,000 gal. each. Supply is barged 
in from New York City (32-million gal.), via tanker 
from Montreal (10-million) and from pipeline ter- 
minal at Syracuse (3-million). 

The George Hall fleet consists of 10 transports 
and 30 straight jobs. Half of gasoline volume is 
delivered direct to stations. 

The company has 200 stations (40 owned). 
5,000 heating oil accounts, 200 farm and 100 
industrial accounts. 

Gross sales volume is about $8-million, with 
fixed assets at $7-million. 

Gallonage was 1.5-million in 1936, 5-million in 
1941, 12-million in 1951. Present volume is 12- 
million gasoline, 23-million No. 2 and kerosine, 
10-million in residual. George Hall’s recent growth 
is attributed to a larger market area under the 
Chevron franchise (California Oil became the sup- 
plier in 1951). 

George Hall is handling TBA for the first time 
this year and is building six new stations. The 
company has its own canopy station design. 





ONE OF THE OLDEST—as well as one of the biggest—- 
jobberships operating anywhere is Theisen-Clemens Co., 
Cities Service distributor in St. Joseph’s, Mich. Founded in 
1901, the company moved between 48-million and 49-mil- 
lion gal. of product last year. 

President is Clemens Theisen, 49, son of founder John J. 
Theisen. A brother, C. C., 48, is vice president and director; 
other key men are P.J. McMullen, 50, vice president of sales, 
and B.H. Bittner, 53, secretary and treasurer. About 90 are 
employed. 

Total storage capacity at the company’s 11 bulk plants is 
about 750,000 gal. Bulk of product is brought to lake and 
river plants by Cities tankers. 

Theisen-Clemens supplies 350 outlets scattered through 
southwestern Michigan and half the Upper Peninsula. It owns 
47. The company estimates it has about 15,000 home heat 
and farm accounts, figures some 10% of volume is commer- 
cial and industrial. 

TBA volume, kept confidential, is “very substantial.” 
Gross dollar volume last year was estimated at $9-million. 
Fixed assets are placed at $2-million. Sales last year were 
about triple those for 1948. Expansion plans call for more 
stations in the Upper Peninsula and northern Michigan. 

President Theisen attributes success to “a lot of hard work. 
We've tried through the years to build a strong organization, 


CLEMENS THEISEN and I think we’ve succeeded. That’s our greatest asset.” 


6 Milton Oil Co. 


A “BIG SMALL BUSINESS” that stresses _per- 
sonal relationships is Milton Oil Co., St. Louis 
Cities Service jobbership. Doing about 35-million 
gal. annually, it’s still described as “a close organi- 
zation” by president Harry E. Milton, 62. 
Milton—a man who can figure faster on the 
ancient Chinese abacus than most people can on 
an adding machine—took over the presidency in 
1949 on the death of his father, E. H. Milton— 
who founded the company in 1921. Key execu- 


tives today are David Milton, 26, vice president 
and the third-generation Milton in the business; 
C. A. Kelly, 50, general manager; Arnold Schwab, 
43, secretary, and Ed Block, 33, treasurer. Milton 
Oil employs about 75. 

Total volume is about 30-million gal. gasoline, 
4-million fuel oil, and 1-million other products. 
Milton operates 15 bulk plants, delivers with 15 
trucks to 320 stations—120 owned, some of the 
others leased. Farm business accounts for about 
4-million gal. a year; the company has about 70 
home heating accounts. Outside metropolitan St. 
Louis, commercial sales are not a big factor. 

Market area is southern Illinois and central and 
southern Missouri. Bulk of products come from 
the Cities terminal at Mt. Vernon, Mo., but other 


HARRY MILTON 


material is taken from the Cherokee Pipe Line in 
Hartford, Ill., the J. D. Streett plant in southern 
Illinois, and the Cities terminal in Coffeyville, Kan. 

Gross dollar volume last year was slightly over 
$7-million. TBA accounted for $1-million. Fixed 
assets are placed at about $1.4-million. Manage- 
ment says 1958 gross was about $1.5-million over 
10 years ago, and probably double what the com- 
pany did 25 years ago. 

Milton ascribes much of his company’s success 
to “closeness to our dealers.” All top management 
men travel extensively visiting all accounts. At the 
same time, Milton Oil’s size enables it to provide 
dealers with a variety of services and aids. 
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HENRY CURRAN 


7 || Suburban Oi co: 


~- 


FOUNDED AS A COAL AND ICE operation in 
1926, Suburban Oil Co. got into distillate sales in 
1929 by buying a bankrupt oil company from its 
receivers. Since then the Forest Park, Ill., Shell 
jobbership has grown to an annual distillate vol- 
ume of about 32-million gal., about equally split 


20 TOP 
JOBBERS 


| MIDWEST 


between light and heavy oils. Suburban sells almost 
no gasoline, says that supplying its 50 trucks 
“means we burn about as much as we sell.” 

President is Henry J. Curran, 54. Key officials 
include John H. Curran, 28, vice president; William 
Curran, 24, vice president; Gordon W. Bennett, 
52, vice president, sales; J. E. Meehan, 60, secre- 
tary; Roy E. Curran, 41, treasurer. Employes 
number about 100. 

Light product moves through two bulk plants 
with total capacity of about 1.2-million gal. Heavy 
oils are hauled direct from Shell’s Argo terminal. 

Suburban has 10,000-12,000 home accounts in 
West Chicago and the western suburbs. About 
1,500 industrial accounts are scattered over Greater 
Chicago. 

Gross dollar volume was about $5-million last 
year; fixed assets are valued at $1-million. Com- 
pany officials estimate business has increased about 
35% over the last 40 years. 

Expansion plans call for Suburban to push fur- 
ther into the fast-growing northwestern suburbs of 
Chicago. The company also aims to step up 
activity in heavy distillates, and to get into its 
already brisk asphalt paving business more deeply. 

Personal interest is considered a key to Subur- 
ban’s progress. It’s a family business with all the 
family active, and Suburban management prides 
itself on its “high personal regard” for its 
customers. 


8 | Ke Viead € Cs 


K. FRIEND AND CO., Standard of Indiana jobbership, 
has boomed impressively over the last decade. 

President Karl Friend, 59, founded the Chicago firm in 
1930, watched it grow to a total dollar volume of $1.8-mil- 
lion by 1948. Gross today runs to an estimated $4-million. 
Annual volume is about 18-million gal., 80% gasoline. 

Top management includes R.J. Saly, 44, general manager; 
Robert N. Friend, 29, vice president for operations; and 
Paul D. Friend, 26, vice president for sales. Some 25 persons 
are employed. 

Market area takes in metropolitan Chicago, with emphasis 
on the southern sections. The company has one 275,000-gal. 
bulk plant, but is relocating to a new and smaller one because 
of a highway construction project. Friend has some 13 
trucks, owns 20 stations and supplies 30 more. It has about 
2,000 homes heating and relatively few commercial accounts. 

TBA runs about 4% of gross dollar volume. 

Expansion plans call for more controlled gallonage through 
construction or acquisition of owned stations. 

Behind his success, says Friend, “as much as anything else 
is a highly favorable reputation we’ve built up with our 
dealers and lessees over the years, whereby our rate of turn- 
over is very small. It’s not just a case of loyalty. It’s a case 
of our doing all we can to help our dealers when they need 
it, and developing the feeling that they’re better off with us 
than with some other jobber-dealer relationship.” 





KARL FRIEND 
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9 Dominion Oil Co. 


VIRGINIA’S BIGGEST JOBBER is Dominion 
Oil Co. of Richmond. It is estimated that Dominion 
is in the 20-million gal. bracket, though the Rich- 
field jobbership has not disclosed its volume. Heat- 
ing oil gallonage is heavier than gasoline. 

Dominion Oil dates back to 1922, when the 
Dennis brothers started from scratch. The princi- 
pals today are the same: Benjamin Dennis, Jr., 70, 
president, and Overton D. Dennis, 68, vice presi- 
dent. Another key official is Roy D. Pullen, 63, 
treasurer. Also active in the company are the sons 
of these men: Benjamin Dennis III, O. D., Jr., 
and Roy Pullen, Jr. Completing the roster of 
officers is S. A. Burnett, 51, treasurer. Dominion 
has 55 employes. 

Marketing in an area that includes the city of 
Richmond (pop. app. 240,000) and a 20-mile sur- 
rounding radius, Dominion has one bulk plant 
(250,000 gal. storage) and a fleet of 30 trucks. 
The company has about 100 retail outlets, includ- 
ing all types of accounts. It also has a substantial 
volume of commercial business and enjoys a good 
volume of No. 5 oil. It doesn’t go in for TBA or 
farm business. 

Supply points are a refinery at Marcus Hook, 
Pa., and a terminal at Portsmouth, Va. 

Dominion has been a Richfield jobber since 
1938, when the company switched from Shell. 
Volume has risen 50% in the last ten years. 


BEN DENNIS, JR. OVERTON DENNIS 


“Orderly expansion” is the way Dominion de- 
scribes its growth plans. 

The Dennis brothers have always attended to 
the business personally. After 37 years, they still 
arrive at the office at 6:30 or 7 in the morning. 
With Roy Pullen as on-the-spot administrator, they 
have continued to handle the business, although 
each has numerous other interests. 

“They are hard-working, down-to-eartl gentle- 
men,” says Richfield. “They are big people in 
Richmond, and everyone likes to do business with 
them.” 


10 Spartan Petroleum Co. 





SPARTAN PETROLEUM CO., started in April, 1929, sold 
16,000 gal. of product in its first month. In 1958 the Spartan- 
burg, S.C., Atlantic jobbership sold a total of 23,800,000 gal. 

The company is managed jointly by founder R.L. Mitchell, 
62, and his son R.E., 37. Principal stockholders are the elder 
Mitchell and his wife. Spartan employs 42. 

Market area covers 10 counties; source of supply is the 
Plantation Pipe Line depot near Spartanburg. The company’s 
five bulk plants have a total capacity of 341,000 gal. About 
14-million gal. of annual volume is gasoline, the rest fuel oil. 
Spartan owns five transports and 14 other trucks. 

Out of TBA entirely until a year ago, Spartan’s volume 
has run about $95,000 since then. Bigger things are expected 
this year. 

Total volume of the company has doubled in the last 10 
years. Gross dollar volume last year was $5-million, with 
fixed assets valued at $800,000. 

Present expansion includes a newly purchased bulk plant 
near Columbia, S.C. In that area, two stations are under 
construction and the company has options on two other sites. 

ee Secrets of success? Says R.E. Mitchell, “Believing in what 
R. E. MITCHELL you’re doing, and working like hell.” 
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11 Quality. Oil Co. 


PROBABLY THE BIGGEST jobber operation in the South is Quality 
Oil Co., Shell jobbership of Winston-Salem, N.C. Annual gallonage runs 
40-45-million, 50% fuel oil and 50% gasoline. 

Started in 1930, Quality is now managed by a general partnership. 
Partners are Bert L. Bennett, Jr., 38, and J.K. Glenn, 42. Owners through 
trusts, are 16 members of the families of five original partners. Quality 
presently employs 157. 

Bennett and Glenn own five subsidiary corporations in North Carolina, 
based in Greenville, Pinehurst, Salisbury, Statesville and Mt. Airy. Nine 
bulk plants (two for Quality, seven for its subsidiaries) have total capacity 
of 685,000 gal. Quality Oil trucks number 94, but 24 of these are in the 
“transportation division”—a licensed common-carrier operation that hauls 
for other jobbers. Quality’s fleet also includes 20 passenger cars. 

Quality Oil owns 40 stations, supplies another 350. Home heating 
accounts number about 11,000, farm accounts 100. Commercial accounts 
are “negligible.” Market area covers 15 North Carolina counties; supply 
points are pipeline terminals in Friendship and Charlotte, N.C., and an 
ocean terminal in Wilmington, N.C. About 75% of gasoline and 40% of 
fuel oil is delivered direct. 

TBA volume was $250,000 last year, is improving this year with a new 
supplier (Firestone). 

Quality’s volume has approximately doubled since 1948. Gross dollar 
volume was about $10-million last year, fixed assets over $1-million. 

Expansion plans include a $400,000 bulk plant to be completed this 
year in Winston-Salem (picture), and eight new stations in 1959. 


J. K. GLENN Glenn says success came from “plain hard work.” 


mile radius of its 150,000-gal. bulk plant. Volume 
runs 16-17-million gal. gasoline, the rest fuel oil. 
Pickup point for products is a Phillips terminal 
half a mile from the Lee & Pomeroy bulk plant. 
About 90% of gasoline gallonage bypasses the 
plant. The Lee & Pomeroy fleet includes five trans- 
ports and 17 other trucks. 

The company owns 27 stations, leases 43, and 
has 19 “open dealers.” Four stations have 16,000- 
gal. sub-depots; from these, seven stations handle 
subdeliveries. The company serves 4,000 “very 
small” home heating accounts, no farm accounts, 
and 40 small industrial and commercial accounts. 

TBA volume runs $250,000 annually. 

Ten years ago the company was a Shell agency 
doing about 4-million gal. a year. Gross dollar 
volume for the year ending March, 1958, was 
over $5-million. 

On the expansion front, Lee & Pomeroy has 


JAMES LEE, PAUL COURTY, STEWART POMEROY 


12 Lee & Pomeroy Oil Co. 


HAVING HELPED SPEARHEAD Phillips Pe- 
troleum’s invasion of Florida, Lee & Pomeroy Oil 
Co. continues as a spectacular standard-bearer for 
Phillips. Projected ’59 gallonage is 20-million. 

Owners of the Tampa jobbership are Stewart 
L. Pomeroy, 57, president, and James L. Lee, 57, 
secretary-treasurer. Sales manager is Paul Courty, 
33. Employes number 25. 

Lee & Pomeroy markets only in Greater Tampa, 
doing 85%-90% of its business within a seven- 
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just completed a new station and is rebuilding 
another. Plans are for six more in the next year. 

To succeed, says Stewart Pomeroy, “you’ve got 
to have faith in the oil business and a willingness 
to expand. Another important thing is building up 
a place in your community. This not only is good 
business, but it helps in your relations with the 
bankers. Also, I believe in treating dealers like 
human beings. We try to see to it that our dealers 
make money.” 





K. F. FELTS 


IN A REGION where big jobbers seldom run 
bigger than 7-million gal. Felts Distributing Co.’s 
27-million-gal. annual volume is a stickout. A dual 
jobbership (Skelly and Cosden), This Ft. Worth 
operation is owned entirely by K. F. Felts, 52. 

Felts employs 45, owns four bulk plants with 
200,000 gal. total capacity. About 95% of volume 
is gasoline, which moves to 120 retail outlets and 
300 commercial accounts. Market area extends in 
a strip about 175 mi. long by 75 mi. wide from 
Wichita Falls to Hillsboro, Tex. 


Pickup points are at Wichita Falls and Ft. Worth. 

Accounts are supplied “as nearly 100% direct 
as possible.” Felts owns “22 to 24” trucks, 12 
passenger cars. Trucks are radio-equipped. Bulk 
plants are mainly used for oil and lube storage. 

TBA volume runs around $100,000, but Felts 
says he doesn’t push it. 

Ten years ago Felts was doing about 200,000 
gal. a month. Gross volume last year was about 
$7-million. Future plans call for expansion into 
another area, if a deal Felts is working on jells. 

Felts says his success comes from plowing profits 
back into the business. He’s never taken much out, 
he reports—uses profits to build more. 


14 Leslie Neal & Sons 


LESLIE NEAL, 61-year-old head of Leslie Neal 
& Sons, Inc., says he doesn’t want all the business 
in San Antonio—‘“just my competitors’.” 

His company, started in 1932, is now owned by 
Neal and sons Leslie, Jr., 33, and Doak, 27. It 
employs 23, did a volume of 9,813,913 gal. last 
year—8.8% over 1957. Market area covers a 
100-mile radius from San Antonio bulk plant (80,- 
000 gal.). All dealer business is direct, farm and 
commercial served from bulk plant. Company sup- 
plies 72 stations, owns 14. Farm and commercial 
volume last year was 918,281 gal. Company has 
10 trucks, eight passenger cars. 

Neal is out of the TBA business—found it cost 
too much to handle. He spent $44,000 last year 
on advertising, with an estimated $30,000 going 
for a stamp program. The company also pushes 
credit sales hard. 

Total sales last year were $2,714,933. Volume 
has more than doubled since 1941. 

Leslie Neal feels his key to success is the close- 
ness of his management to everyday problems, 
plus a constant eye on expenses. He believes the 
jobber today must be aggressive and optimistic, 
“but not so optimistic that he looks at everything 
through rosy glasses.” 
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15 | Newell oi Co. 
LIKE THE STATE OF TEXAS, Newell Oil Co. 
covers a giant stretch of territory—29,000 sq. mi., 
all west of the Pecos River. Sole owner is W. J. 
(Johnnie) Newell, 51 and an avid radio ham. Head- 
quarters is Alpine, Tex.; supplier is Gulf Oil. 
Newell’s market area extends to (but does not 
include) El Paso County. Its total population is 
about half of one percent of the state’s; put 
another way, it has about two people per square 
mile within its 225x300-mile limits. Newell’s vol- 
ume runs slightly over 4-million gal. a year, but to 
serve his sprawling market he needs 20 employes, 
three bulk plants (57,000 gal. at Alpine, 74,000 
at Pecos, 45,000 at Stockton), 19 trucks and two 
passenger cars. Newell picks up supply at Odessa, 
Tex., delivers direct to a few large stations. 
Newell supplies 29 stations (six are “real 
small”), of which 11 are owned. Two stations are 
in Big Bend National Park, a mere 112 miles from 
his nearest bulk plant. Newell has an exclusive 
franchise to serve the park. 
Newell Distributing Co. handles TBA, chalked 
up a dollar volume of $160,000 last year. 
Gallonage has grown from 2.5-million in 1948. 
Gross volume last year was $1.3-million, with fixed 
assets valued at $470,000 before depreciation. Ex- 


16 Triple A Oil Co. 


TRIPLE A OIL CO., Dallas Texaco jobbership, 
is a notably successful example of a firm that 
started out as a commission agency (1933) and 
evolved into a jobber operation (1947). Annual 
gallonage today is 6-million. 

Founder A. A. Adams, 65, formed a partner- 
ship in 1957 with son-in-law C. K. (Chuck) War- 
rick, Jr., 34. Triple A markets in Dallas proper, 
has one 24,000-gal. bulk plant, but makes 80% of 
deliveries direct from Texaco’s Dallas terminal. The 
company supplies 31 stations—five owned, six 
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pansion plans include adding 29,000 gal. storage 
at Alpine and 14,500 gal. at Pecos. Newell is also 
initiating a truck replacement program. 

Newell says his business success stems from high 
employe morale, brags that only four of his men 
have been with him less than 10 years. 


under lease—with three transport trucks and two 
vans. Seven commercial accounts, but only two are 
of real size. 

Triple A handles no TBA. 

Adams looks only for key locations as he con- 
siders the future. He believes the day of the small- 
volume metropolitan station is gone because of 
station costs and dealer income needs. He prefers 
now to pick a shopping center site, and doesn’t 
expect to build over one or two stations a year. 
He believes he can get volume to justify a higher 
per-station outlay. “Just 15,000 gal. won’t make it 
anymore,” he says. “I won’t be interested in any- 
thing from now on that wouldn’t pump at least 
30,000 gal.” 





17. Merchants Oil Co. 


ONLY 11 YEARS OLD, Merchants Oil Co. 
nevertheless ranks with the biggest jobberships in 
the Rockies. George Calkins, 44, is owner and 
president of the Denver Phillips distributorship, 
which racked up a volume of 12,675,825 gal. last 
year. The company employs 19, owns one bulk 
plant (156,000 gal. storage) and nine trucks. 
Marketing area is entirely within metropolitan 
Denver, a territory of about 10x10 mi. Supply 
point is the Phillips terminal north of Denver, 
and as much product as possible is delivered direct. 
Merchants Oil supplies 41 outlets, including serv- 
ice stations and garages. It owns six stations, plus 
four properties that will be developed into stations. 
Calkins has no home heating or farm accounts, 
says he has “the average number of commercial 
accounts—but it’s steadily diminishing.” 
TBA volume last year was $131,898. 
Merchants Oil’s gross dollar volume in 1948 
was $782,000; last year it was $2,800,000, with 
fixed assets valued at $217,339. Gallonage 1948 
was 1,680,000 gal., all of it going to commercial. 
Expansion plans call for two new stations this 
year, and Calkins expects to build two or three 
each year—“that’s the only way you can grow on 
a solid foundation, build your own outlets.” 


18 Nicoll Bros. Oil Co. 


NICOLL BROS. OIL CO. just grows and grows. 
Founded in 1933 by Willard and Raymond Nicoll, 
the Denver Skelly jobbership was doing about 
1.5-million gal. a year ten years ago. Annual vol- 
ume today is over 20-million gal. 

Present owners are Sam Ross, 54, President, 
and sons-in-law Gerald Altman and Paul Raabe, 
both 40. They purchased the property in 1950 
and have about 40 employes today. Market area is 
a tightly knit territory comprising the City of 
Denver and three nearby counties within a radius 
of 15 miles. 

Nicoll Bros. owns two bulk plants (1-million 
gal. storage) and 13 trucks. The company owns 
11 stations and supplies 45 others, including some 
owned by Skelly. There are few home heating 
accounts and no farm business, but a heavy vol- 
ume of commercial business. Supply point is the 
Skelly refinery in Denver. 

TBA volume runs about $35,000 a year. 

Gross dollar volume last year was “in excess of 
$5-million”; fixed assets were valued at slightly 
more than $1-million. Worth of the company today 
is over 40 times that of 10 years ago, says Ross. 

For the future, “We plan a steady addition to 
our string of company-owned stations,” says Ross. 


20 TOP 
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GEORGE CALKINS 


‘ Calkins feels the biggest element in his success 
has been devotion to the job. “I call on my cus- 
tomers and see that everything is going satisfac- 
torily with them. I try to offer them more personal 
attention than a major company gives its dealers. 
I go over their problems, look for solutions. Our 
service is important—we have salesmen who call 
regularly and help the dealers increase volume. 
Anytime the dealer needs supplies we rush them 
to him. It’s essential to give immediate service, 
and we’ve tried to do that.” 


re 
a 
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“We will be constantly aggressive in the com- 
mercial field.” 

Ross’s success formula: “This is a corny reply, 
but honestly I think it was nothing more than 
hard work—devotion to detail, and keeping a close 
watch on everything all the time . . . Certainly a 
major reason has been our relationship with Skelly, 
without a doubt the finest supplier in the business 
so far as jobbers are concerned. 

“The acquisition of our own stations was an 
important ingredient in our success . . . and so is 
our family-type operation. Some sons-in-law are 
free-loaders in a business, but they are not here. 
They both work hard all the time.” 
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19 Bonnar Bros., Inc. 


IN ITS FIVE-YEAR HISTORY, Bonnar Bros., 
Inc., has been in a constant state of flux. But 
today the Inglewood, Calif., jobbership is one of 
the most important links in Tidewater Oil’s rapidly 
expanding West Coast operations. 

Gallonage is estimated to be about 24-million. 

The Bonnars—Jack, 44, and Bill, 34—formerly 
distributed for a number of majors and serviced 
MacMillan units in Los Angeles and Orange 
County. But they took two steps in 1957 that 
changed the complexion of their operation. In 
August, they leased their 30 Bonnar-owned Mac- 
Millan stations to Tidewater, for operation under 
the Flying A brand. In December, they purchased 
Montgomery-Lawson, which distributed for Tide- 
water’s subsidiary, Seaside Oil. 

Bonnar Bros. now serves 24 Seaside stations in 
West Los Angeles, as well as a handful of com- 
mercial accounts and a variable number of in- 
dependent stations. Deliveries to their 30 Tidewater 
stations are left to other Tidewater distributors. 
Because of this arrangement, Bonnar Bros. has cut 
back from four trucks to one, and maintains a single 
40,000-gal. bulk plant. Supply point is a tank 
farm at Watson, near Long Beach (product is 


20 Cook & Cooley, Inc. 


FOUNDED IN 1926 with an initial capital stock 
of $70, Cook & Cooley, Inc., is one of California’s 
largest Texaco distributors today. Gallonage is 
estimated at around 30-million gal. a year. 

Edward Cook, 71, is president of the Compton, 
Calif., firm, which he organized in partnership 
with Erwin Cooley. They incorporated in 1947 
and Cooley retired two years later, selling his in- 
terest to Robert T. Bodamer, who took over as 
secretary-treasurer. Bodamer, 49, was a jobber for 
15 years before joining Cook & Cooley. 

The firm distributed Hancock products until two 
years ago. The switch took its toll in gallonage, 
but Cook and Bodamer expect to recoup before 
the end of this year and surpass their former high. 

Almost all business is done through 40 stations 
(15 owned or controlled) in the south end of Los 
Angeles county. No gasoline is stored at the firm’s 
single bulk plant in Compton, since its three big 
rigs can load at the Texaco refinery four miles 
away. 

TBA volume is estimated at $250,000 a year, 
most of it in Firestone tires. 

Future expansion plans call for acquisition of 
five additional stations. 

Ethical dealing, says Cook, is probably the most 
important factor in the firm’s growth. “We don’t 
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shipped there by water from Tidewater’s Avon 
refinery). 

TBA volume is “damn low,” says Jack Bonnar. 
It’s carried simply as a convenience for dealers. 

Expansion plans call for purchase of existing 
Tidewater distributorships, buying properties and 
building stations for lease to Tidewater. Under the 
lease arrangement the Bonnars are charged with 
maintaining the stations, providing operators, and 
assisting in merchandising and promotion. 

Jack and Bill Bonnar switch titles annually. Bill 
is now serving as secretary, having completed his 
year’s term as president in April. 


EDWARD COOK AND ROBERT BODAMER 


undercut our customers,” he says, “and we always 
keep our promises to them. Of course, we’re pretty 
careful about what promises we make.” 

From his carpeted office on the second floor 
of Cook and Cooley headquarters, Cook looks 
across the street on a narrow, one-room frame 
shack. “That’s where we started,” he says. “I can 
look out there every morning and be reminded of 
how we opened on a Wednesday morning, and 
when we counted our gross on Saturday night it 
came to $1.50.” 





DORIS E. WELLS, Coorwine "3 


DITOR, Rational Setrokeum lew 


NPN assistant editor Doris Wells is moderator, the roundtable’s question is . . . 


How Jobbers Can Make Money 


Four men sold on diversification tell you how to go about extending 
into other profitable lines and what to watch out for 


MISS WELLS: Two of our panelists are jobbers 
who have diversified successfully. We'll start 
with Sam Hyland. How and why did you di- 
versify, Mr. Hyland? 


HYLAND: I was faced in 1950 and 
1951 with a pretty sizeable fuel oil dis- 
tribution for a town the size of the one 
I operate in. I needed a man through 
those busy winter months to help de- 
liver the fuel oil. But to hire a man for 
only six months is not a profitable deal 
—and not too nice for the help—and you have a 
tough time securing good help. 

At that time the Texaco state manager came out 
to Carroll. He said, “Sam, why don’t you get yourself 
another line of business?” I didn’t operate a service 
station at that time, didn’t even have an office. 

You know, when you don’t have any money, it is 
pretty tough to get into business. So the feed business 
was the one I hit on, distributing to the farmers. 

In feed they give us a contract .. . You can finance 
a customer’s feed from the beginning, with a baby 
pig, until that pig is marketed. The feed company 
carries that finance; you don’t have to carry such a 
large accounts receivable that way. I started with a 
small investment—on credit—less than $1,000 in in- 
ventory. I got 30 days to pay for it, but it wasn’t all 
sold at the end of 30 days, either. 

The first month, we sold about $259 worth of feed, 
then we had a steady increase from that time on. We 
are not big by any means, but it is doing this for me: 
We lost a terrific lot of fuel oil business since natural 


gas came in, and in four years’ time my January sales 
have dropped 36,000 gal. on fuel oil alone. But we 
have been able to offset that loss in dollar volume with 
the same help in the feed business, and we do it 
easier, with less expense, than we did in the oil busi- 
ness. 


MISS WELLS: Mr. Johns, how and why did you 
diversify? 


JOHNS: I got into sidelines because I 
have always been faced with a big 
mortgage. I have paid enough interest 
to pave this floor with $10 bills. So I 
went into sidelines with very limited 
capital, and with the idea that it might 
make money and at least hold or in- 
crease my gasoline and fuel oil business. 

The first we went into was burner service. It kept 
growing over the years like Topsy, and we eventually 
branched into heating equipment sales that brought 
on quite a large volume in tank sales. That in turn 
branched into engineering help on heating plants for 
smaller home builders. 

After a survey of our market in my area I thought 
I could sell some residual fuel oils, so we went 
into that with a small steam plant, got a little trans- 
port, did everything else as cheaply as we could do 
it; and it enabled us to take advantage of the tank 
car market. 

We also found it tended to increase our light fuel 
sales that had rounded out our complete service. We 
have a number of smaller coal people in our area, so 
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on Sidelines 


we went to them and made them selling agents of 
ours. They will go out and sell the fuel, they carry 
their own accounts, and we pay them a commission. 

Another sideline was what I call “a direct selling 
organization.” In Wisconsin we have a township setup, 
so we bought grease and oil under our own brand, 
and handled some equipment like grader blades, warn- 
ing lights, filters. We sell those primarily to govern- 
mental subdivisions. Now we have a little contractor 
business, but not much. We didn’t want to take a 
chance on our investment, and your governmental sub- 
division accounts are gilt-edged—slow, but gilt-edged. 

Another thing. We found we had small-town deal- 
ers, in towns of 200-500 people, that also needed some 
kind of sideline. We found they controlled a certain 
amount of rural business to a degree, so we made 
them agents on gasoline and fuel oil and made the 
deliveries ourselves. It has now progressed to the point 
that one dealer is going to buy his own truck now. 

We happen to be in the lake region, so in one of 
our plants we went into a sideline of insecticides, 
which has proved out very well. Along with that we 
make a big pitch on outboard motor oil, things of that 
sort. 


MISS WELLS: Now we turn to two men who 
can tell us about sidelines that work at 
stations. First is Mr. Selzer of Vendo Corp. 


' SELZER: I would like to break this 
§ vending subject down. First of all, why 
» vending in service stations? 
Primarily, it is a “plus profit” item. 
Second, it brings in new customers. 
Third, it takes care of the customers 
now doing business with you. 
But the job should be done properly . . . We have 
suggested separate buildings, additions ‘to existing 
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buildings, making lounges in some cases. Size and 
location make some stations only good for refresu- 
ment service—this would be soft drinks, milk, ice 
cream, some of the lighter items, impulse items. In 
other stations where the gallonage is high enough, we 
suggest going into a complete feeding operation, 
automatic cafeterias. Today, you can get hot foods 
made by Campbell, Heinz, Armour, all well-known 
brands. Machines are available for vending sand- 
wiches, either hot or cold. There is milk, fresh-brewed 
coffee, ice cream, salads, all the rest to make a good 
snack meal. 

We are looking forward to a time when vending 
machines are on the island. The island could be a 
group of vending machines built up into a beehive type 
of thing, so that all impulse items people need or 
want—as well as small TBA items—could be vended. 


MISS WELLS: Now we'll hear from Dick Kuss 
of the Bonded Oil Co. Mr. Kuss, can you tell us 
about investment possibilities, how much 
room there is for experimenting at the station 
level? 


KUSS: | think there is a great deal of 
room for experimenting — we've just 
' scratched the surface. 

Recap tires are one item that isn’t 
generally handled. Approximately one- 
third of the passenger tire replacement 

' market today is made up of recap tires, 
according to an industry source. 

With recap tires you carry less inventory, don't 
worry about nylons, rayons, tube and tubeless and var- 
ious other problems you have with extensive inventory 
—plus the fact that it is cash and carry. 

Another item is ice machines. In the survey we took, 
this was a revelation, because averages all ran from 
$475 to $500 a month with a margin of 25% in sum- 
mer. All-year average might be $250 to $300 a month. 
Some companies sell ice machines that will reach $3,- 
000 a month in sales, and when you figure 25% margin 
it is pretty good. One company also has several in the 
$2,000 range, and one had an average of $1,000 per 
month, year in, year out. You can see that is quite 
profitable, and it builds traffic at your stations. 

Another thing is bags of coal with 25% margin, and 
one company told me they sold 4,000 bags of coal at 
60¢ a bag with a gross margin of 15¢, or gross of $600 
on the sale of coal in bags. Another averaged 3,300 
bags. Their average during winter months was 800 
bags per station per month. Of course, sale of coal goes 
best in lower-income-level neighborhoods. 

Then there is charcoal, 30% margin. One company 
averages $150 to $200 a month at that margin. 

Another is fertilizer and peat moss, averaging $500 
per month with a margin of 25%-30%. They fre- 
quently hit $1,000 per month during the summer. 

Cigarettes are another item. We have some stations 
that will average 10,000 packs per month. Our com- 
pany averages somewhere between 4,000-5,000. We 
handle them direct. On those we have a weighted 
average margin of somewhat in excess of 1'4¢ per 
pack, not selling at the lowest price but at the price of 
supermarkets. One of the other companies surveyed 
averaged 6,000-7,000 packs per unit per month. 

There are other items—garden tools, for one. 


If these items require a great deal of selling time, 
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(Begins on page 110) 

we try to steer clear unless they are a long-margin 
item. Some of our stations handled pistol drills, aver- 
aging sales of $60 to $80 per month—which is not 
high, certainly, but we had a margin of 35% to 40% 
for a good deal of the time until we saturated our mar- 
ket. 


MISS WELLS: How do you display these other 
items? 


KUSS: What we like to do is make large displays, the 
bigger the better. We had some plastic garden hose, 
came in units nicely decorated, and put up six in a 
group. But it was not a large enough display, and they 
were not going too well. So we picked up hose from 
several stations, put them all in one place, put a big 
sale sign on, $2.49, and sold them in two days at the 
same price as before. 

We have proved mass displays sell merchandise. We 
like to sell from display with a small amount of serv- 
icing and not much direct selling required. 


MISS WELLS: Are there any gages or controls 
a jobber can use, so he doesn’t tie up too 
much investment in sidelines? 


KUSS: That varies with the price of the item and 
the margin, but let me put it this way. For jobbers who 
feel there is something they would like to try, venture 
a little capital in it . . . and experiment. On turnover, 
on some items, we shoot for four or five times a year 
turnover; if we don’t get that, then we don’t think we 
should be in it unless the volume is such that you have 
to carry big inventory but still get big volume. You 
may get such dollar return you feel it is worth carry- 


ing. 
SELZER: I would like to apply this mass display to 
vending machines . . . The coloring and painting of 
the machines, and setting them so they look compat- 
ible, are important. We are working today on a kit 
that would fit on vending machines to make them 
look the same, so we don’t have all different sizes. We 
are trying to work out a canopy idea that will be a 
canopy during the day, and at night will fold over to 
give protection against weather and vandalism. 


MISS WELLS: Mr. Selzer, what investment 
would be necessary to take on a unit of vend- 
ing machines? 


SELZER: Well, cigarette machines, $250-$300; milk 
machines, $700 each; ice cream, about $750; soft 
drink units, $300-$450; coffee machines, $700 up to 
$1,500, depending on the kind, instant or fresh. Candy 
machines run $250-$300; food vending machines will 
run about $1,200 up. In a full-line feeding installation, 
about $5,000. For refreshment vending, depending 
how far you go, it might be from $1,000 to $2,000. 
Usually, though, manufacturers make material avail- 
able as low as 10% down and the rest financed over 
a three-year period, so that you can pay for the equip- 
ment out of profits. 


MISS WELLS: What kind of profits do you get? 


SELZER: Each profit would be different. Milk—you 
could talk about having a 65% cost of sales. Ice 


cream is 50% -60% cost of sales. Coffee is about 35%, 
cigarettes about 90%, candy at 50%-60%, depending 
on the volume, of course. Coffee is a high per-capita 
item. There is about four times as much coffee drunk 
as soft drinks—so if soft drinks is a good item, it 
would be reasonable to believe coffee would do a good 
job there, too. And the profit is a bit better. 


MISS WELLS: What leasing or buying arrange- 
ments would you suggest to jobbers, Mr. 
Selzer? 


SELZER: Vending machines can be bought by station 
owners. Or the owners can contact a local vending 
operator, get the vending equipment, place it on lo- 
cation, buy all the products that go through it, and 
then, depending on the volume, pay a commission. 
This is usually worked out on a sliding scale—the 
higher the volume, the greater amount of profit or 
commission that will be given to the station. 

Of course, we have jobbers through North Carolina 
that are running their own vending machines. They 
have a route set up, over several counties, where they 
fill the machines and handle mechanical services. 


MISS WELLS: What should a jobber watch out 
for when he’s starting out in a sideline, Mr. 
Johns? 


JOHNS: You don’t get into anything without running 
into a great amount of competition before you get 
started. I think probably the most important thing is 
to take a survey of your immediate market, see what 
openings there are, then go for them. 


MISS WELLS: Mr. Hyland? 


HYLAND: That is a good suggestion—make a survey 
and see what competition you are faced with and what 
the potential is. 


MISS WELLS: Are there any other non-service- 
station sidelines you would suggest, besides 
feed? 


HYLAND: Yes. When you take on another line away 
from petroleum, you can go afield a long ways. Seed 
would be another sideline; fertilizer, weed sprays, in- 
secticides. There are just good deals and gobs of them. 
I was wondering, though, why someone didn’t come up 
with the idea of selling insurance over the driveway. 


SELZER: They have insurance vending machines in 
some stations, I think down in Georgia, similar to the 
aircraft travel plan, 25¢ a day or something of that 
sort. You start off in the morning and buy insurance 
for that trip. 


MISS WELLS: Mr. Johns, did it cost much to get 
into your burner service sideline? 


JOHNS: It is not costly to get into burner service, 
because if you keep the man mechanically inclined 
there are a lot of places you can send him to give him 
education on burners. Most equipment companies are 
very happy to train a man, so you haven’t a great deal 
of cost there. And you haven’t a great deal of invest- 
ment if you stay strictly in burner service. Probably 
$1,000 will give you a large inventory of any parts you 
may need. But the returns are great. s 
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How a Jobber Plans His Estate 


Al Kruse didn't want to have his growing jobbership sold after his 
death to provide income for his survivors. So he changed his will- 
and now a bank-hired manager will run the show. Here's how it works 


Wit PROPER planning, a jobber can set up his 
estate to assure a growing income for his 
survivors. He can also: 

e@ Conserve his estate by easing the federal 
inheritance tax load; 

e@ Set his supplier’s mind at ease by providing 
for business continuity. 

Al Kruse, who operates Kruse Oil Co. in Madi- 
son, Minn., as an unincorporated sole proprietor- 
ship, has planned his estate to meet these objec- 
tives. He was helped by his banker and attorney. 


How Kruse Looks at Planning 


Kruse wants to leave his wife, two daughters 
(11 and 9 respectively) and a five-year-old son well 
provided for. “I want them to live in much the 
same manner as they do today.” 

He also wants to ease the tax load. “Without 
a will or a plan, my wife would have paid $16,000 
in inheritance taxes. I have it cut down to about 
$2,000 now.” 

Essentially Kruse is a realist. He’s a hale, hearty 
47, weighing about 200 Ibs.—just about right for 
his 6-foot-plus height. But he knows the unex- 
pected can happen any time. Then it’s too late to 
make plans. 

Kruse knows this from experience. He came 
close to checking out before he was married, before 
he had a family and before he had much of an 
estate to dispose of. 

But planning became a must. His $250 stake in 
a local cut-price service station back in 1940 has 
grown into a $200,000-plus full-line Mobil jobber- 
ship. He has some $80,000 in life insurance. 


Kruse’s Two Plans 


Under Kruse’s first will, his wife is the benefi- 
ciary of his insurance. With that money invested 
—plus survivors’ insurance payments from the gov- 
ernment while his children are under 18 years of 
age—his wife would get a certain amount of 
assured income. 

Other insurance and some of his investments are 
in the names of his children. “That’s so they can 
carry on their education if I’m not around.” 

Kruse directed that his bulk plants and other 
property be sold but that his stations be kept as 
income property. All investments, such as proceeds 
from the sale of plants and management of the 
income property, are to be handled by the bank 
Kruse named as executor. That puts the main re- 
sponsibility for providing income for his family 
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in experienced hands. His wife is relieved of that. 
Such was the picture up to two years ago when 

Kruse expanded into truck-stop stations. A new 

estate-planning problem emerged then. 


His first truck stop at 
Blomkest, more than 60 
miles east of Madison and 
way past his normal 20- 
mile marketing radius, is 
adding about 400,000 gal. 
a year to his 1.3-million 
gasoline gallonage. It may 
not be high gallonage for 
a city station, but it was 
high enough to impress 
Kruse, who operates in a 
rural area. 
If one truck stop could 
mean that much more new 
business, more truck stops 
would boost his gallonage 
still higher, Kruse thought. 
He’s carried out part of 
that plan. He now has a Kruse: A realist 
truck stop at Ortonville and is building a new one 
at Madison. And he’s still looking for other sites. 


With business growing in that direction, Kruse 
began to think maybe the “sell” provision in his 
will should be changed. He figured it might be 
better to keep the business going after he died in 
order to assure his wife more income than she 
would get under the first will. 


A new will was the result. It makes no changes 
so far as his insurance is concerned, but it directs 
the executor to keep the business going, hire a 
trained manager to run it, pay him a salary and 
commission, and invest all profits to provide an 
income for his survivors. On his wife’s death, the 
trust is to be divided among the children. 

In making this decision, Kruse sets up a continu- 
ity plan for his business as long as his wife lives. 
This gives his supplier time to decide what it should 
do about Kruse’s business if the children, on the 
death of their mother, have no interest in operating 
the jobbership. And it doesn’t force his children 
to take over the jobbership if they have no interest 
in running it. They can decide that when the time 


comes, says Kruse. “They'll be old enough then.” 
n 





Want more information on estate planning? Use the 
handy card on p. 148 to get the new edition of NPN's 
authoritative booklet, “Building Sound Jobberships for a 
Secure Tomorrow.” 
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Big-volume producers demanded it—the Tri-Sure® 
Push-Pull Spout Assembly with Clinch-On Nozzle! 
Now everyone benefits—It’s easy to attach, easy 
to pour from (and extra easy on your unit cost!) 


“Give us a quality pouring spout 

.. without a deluxe price tag!” 
— big-volume pail fillers asked 
American Flange. 


Our closure experts came up with 
the answer: The Tri-Sure Push- 
Pull Spout Assembly for appli- 
cation after filling — consisting 
of screw cap and inner seal 
(or Upressit® cap with band), 
vented metal spout, and Clinch- 
On nozzle. No fancy wrinkles or 
fancy prices—but a reliable spout 
assembly at a reasonable cost. 
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It has all the features guaranteed to win firm approval 
from packagers and end-users alike: ECONOMY « SMOOTH, 
STEADY FLOW «+ POSITIVE SEALING — leakproof, airtight 
* EASY APPLICATION — with the Tri-Sure clinching tool « 
SAFE STACKING -— closure lies below pail chime * RELIABILITY 
— attested by the famous “Tri-Sure” trade-mark. 


Don’t take our word for it. Test the Tri-Sure Push-Pull 
Spout Assembly for yourself. And when you do, we’re con- 
fident you’ll specify Tri-Sure for your next pail closure 
order. For samples and full information, write — 


AMERICAN FLANGE & MANUFACTURING CO. INC. 
30 Rockefeller Plaza ¢ New York 20, N.Y. 
CHICAGO, ILL. « LINDEN, N. J. © NILES, OHIO 
CANADA «¢ BRAZIL « AUSTRALIA * MEXICO 
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BENNETT 
ADVANCED DESIGN FOR MODERN STATION PLANNING 


= 
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\] BENNETT "ace 


PREMIUM 











New low Two Thousand pumps— for the service station of the future. 
elegantly modern, yet classically simple : “Trim Twin” pumps are exactly the 
—complement every contemporary | - same width as single pumps; enable 
design trend and lead the way ' marketers to double island 
to further forward thinking ' capacity without sacrificing space. 


STAN DAR LDO Ce COM PARIS ON 








MAJOR TURNPIKES CHOOSE 


ACCURATE ISLANDER TIRE INFLATION 





ge iy ’ High speed highways demand high speed service and high 
a 4 speed trends demand precision tire inflation for safety. 
That’s why major turnpikes standardize on Eco Islanders 

to provide fast, accurate tire inflation on the island. 


Islander air service quickly brings tires up to 
the exact pressures required — automatically. 
On-the-island water service makes it easy to get 


under the hood, spot motorists’ needs and close the sale. 


Turnpike authorities agree that Eco Islanders help 
speed service and are essential merchandising tools. 

They save time and steps, speed service. And they give 
the station many valuable opportunities for friendly selling. 


Model 97 
Wall Type 
Tireflator 


STAN DARED KHOR TOMPARISON 


JOHN WOOD £@@]) COMPANY 


Bennett Pump Division Muskegon, Michigan 
District Offices: Albuquerque « Atlanta , Baltimore * Boston * Charleston 
hicago ¢ Cleveland * Dallas , =. Denver * Detroit * Kansas City 
Little Rock * Los Angeles * New Orleans { . New York ¢ Philadelphia « Pittsburgh 
Rochester ¢ Salt Lake « Seattle . St. Paul * San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED Toronto * Montreal * Winnipeg * Vancouver 
Export: John Wood International Corporation 29 Broadway, N. Y, Cable ‘‘WOODINTER”’ 





— | AA IN LY A P<‘ LJ me sre Cu GO) MI Maa rR I So OM NY 


AINNOUNCING — 


PUROLATORS 


126,000" 


DEALER PRIZARAMA 


3 


ESTHER WILLIAMS 
SWIMMING POOLS 





Esther Williams “Living Pool”—the swim- 
ming pool that grows with the family! 
Complete with redwood sun deck, filtration 
plant, all extras. Installed by International 
Swimming Pool Corporation. 


TRIUMPH ESTATE 
WAGONS 


Use the Triumph Estate Wagon for family 
or business. Comes complete with radio, 
heater, and Triumph economy, from the 
makers of the famous TR-3 sports car. 


OVER 2400 PRIZES! 3 MAMMOTH DRAWINGS 


for service station, garage and car dealer personnel. See ‘em all on the next page. 
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IT’S EASY FOR DEALERS TO BE A 


PRIZARAMA WINNER 


NO PUZZLES — NO JINGLES — NOTHING TO BUY — 
NO LIMIT TO ENTRIES! 


OVER 2400 PRIZES— Here’s all there 
3 MAMMOTH DRAWINGS is to do! 


1—Dealer places a Purolator “Seal of Pro- 
tection” sticker on a customer's car or truck. 
There's a sticker in each Purolator carton. 


nee 
town had gonna re 


a Pee en 
= lang 
2—Sweepstakes entry blank is printed on the ‘ 
back of each “Seal of Protection,” and is 
peeled off when sticker is placed on vehicle. 


Dealer fills out each entry. 


Purolator Supplier Salesman gets a duplicate 
of dealer prize in Drawing 3. 


_ You get Prizes & Profits 

’ 
with Purolator’s Prizarama! 3—Dealer mails them to Sweepstakes head- 
quarters in an envelope in time for each of 3 


¢ Geared to mesh with your Summer and Fall selling seasons! drawings (see dates). Remember—no limit to 
entries. The more he sends in—the better his 


e Every “Seal of Protection” sticker promotes new filter and your chances to be winners. 


sales—signals repeat filter business for greater profit! 

e Every sticker is another chance for you to be a winner! 

e Stock your dealers now so they have plenty of stickers. 

e Use the Prizarama to get new dealers. Get your dealers to start sending entries now! 


The Standard Equipment Line 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 


‘Purolator’ and ‘*Super-Micronic’’ Reg. U.S. Pat. Off. 
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How Sound Is Your Business? 


In these days of oversupply, tougher competition, price cutting and 
lower margins, you can't afford not to know. Here's a plan General 
Petroleum has worked out for evaluating distributor operations 


ra ‘T HIS PLAN Can pay off in real rewards to both 

the distributor and the district sales mana- 
ger,” says H. J. H. Roy, GP’s manager of market- 
ing Organization and research. 


“These rewards come to the distributor in the 
form of workable ideas for increasing his sales and 
his profits. The rewards of the district sales mana- 
ger come from the upgraded profits of the distribu- 
tor, which inevitably are translated into higher 
profits for the company.” 

Broadly, the method entails building up from 
scratch a functional statement of indirect-marketer 
costs and a breakdown of profits between reseller 
and other business. 

The program was developed under Roy’s direc- 
tion. It grew out of a rash of requests late in 1953 
for bigger margins. GP wanted to help where nec- 
essary, but it had to be sure an increase was war- 
ranted, and if so, how much. This meant getting 
down to hard figures. 


So far about 125 of GP’s 230 bulk plant branches 
have been evaluated by this method. They’ve in- 
cluded operations where the profitability was felt 
to be marginal and those where it was satisfactory. 

Roy says the system is not a cure-all, but it has 
worked well, especially in marginal cases. He re- 
ports continued enthusiasm for the program by 
both field men and indirect marketers. 


What GP Found Out 


Here are some of the things GP feels it gets out 
of these evaluations, says Roy: 


@ “We’re able to establish more realistic costs 
for the indirect marketer’s operation by (1) elimi- 
nating items not applicable to the business and (2) 
assessing a value to the time which the indirect 
marketer spends on each function. 


@ “We're able to arrive at functional costs (de- 


H. J. H. ‘HERB’ ROY 


. is manager of 
the market research de- 
partment of Mobil Oil 
Co. as of May 1. When 
this article was written, 
Roy was associated with 
General Petroleum, Mo- 
bil’s West Coast affili- 
ate, as manager of mar- 
keting organization and 
research, a department 
he developed. 
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THE SQUEEZE: What's the best way out for you? 


livery, storage and handling, selling, management). 
By comparing a particular indirect marketer’s costs 
with those of other indirect marketers having some- 
what similar operations, we’re able to reach an 
opinion on how effectively this man is operating. 

@ “We've been able to develop some significant 
yardsticks. We expect more yardsticks will be 
established when we have completed our study of 
all indirect marketer operations.” 

Learning About the Business—In some instances, 
says Roy, the indirect marketers were a lot better 
off than they thought they were. Often this was due 
to faults in accounting. 

One agent, for example, had an income account 
prepared by his public accountant that showed a 
nine-month net profit of $600 a month. Analysis 
showed that the accountant had included expenses 
for a full 12-month period, which meant the mar- 
keter was earning $50 more a month. 

In some instances the indirect marketer and GP 
people were able to work out solutions to problems. 

A distributor in a farm belt, for instance, felt he 
could improve his sales and profits by allowing com- 
petitive discounts to some of his accounts, but was 
afraid of repercussions if he made adjustments for 
some and not for others. GP men helped the dis- 
tributor understand how the legal requirements 
could be met; thus he was able to meet competitive 
prices and increase his farm business. 

In most cases indirect marketers were able to 
see graphically that they could operate more effec- 
tively by carrying out their selling function. 

“Most indirect marketers, in common with so 





Management 





(Begins on page 121) 


many people engaged in selling,” says Roy, “have 
allowed their sales muscles to become flaccid. They 
are not thinking enough about hard selling; they 
are not spending the time required on this all- 
important activity.” 

Finding Answers—Here’s how GP’s evaluation 
system has helped identify basic problems and 
point to solutions: 

e An indirect marketer wanted an additional 
commission so he could make another $150 a 
month net profit. Analysis brought out that the 
agent’s brother, a public accountant, was on the 
payroll for the part-time chore of branch clerk. 
Salary: $400 a month. 

In addition, the agent gave his brother desk and 
file space and took care of his automobile’s gasoline 
and oil requirements, equivalent to another $25 a 
month. The going rate for branch clerks in the 
area was $225 a month. 

“When we discussed this with the indirect mar- 
keter,” says Roy, “he could readily agree that an 
additional’ $200 was right there within the business 
for him to take; and nice though his attitude was 
toward his brother, it was really not quite fair to 
expect GP to pick up the tab.” 


@ One indirect marketer was found to have 
relatively high maintenance costs on his tank 
trucks. Because he was running largely along coun- 
try roads and up and down arduous grades, it was 
suggested he get heavier equipment. Thus a solu- 
tion was indicated even though GP had no fool- 
proof yardsticks on the types of trucks to be used 
under certain operating conditions. 

Ultimately this experience and others like it led 
to the recommendation that division operating 
people develop a checklist of data on delivery activ- 
ities. District sales managers could use the list and 
discuss it periodically with the indirect marketers. 


How the System Works 


The evaluation is generally worked out in one 
day by a three-man team: the distributor, the 
district sales manager, and one other company man. 
It deals with the functions of delivery, storage and 
handling, selling, advertising and sales promotion, 
and management—all the things the distributor 
does under his franchise. 

The success of the team effort, says Roy, depends 
on the right atmosphere and attitudes during the 
conference. The indirect marketer should be con- 
vinced that this meeting is an important event: 





Here’s How GP’s System Breaks Down the Operations 








Sei Rany vitehror 


SMITHVILLE Branch Period T2R 1958 





ITEM 


COST OF INDIRECT MARKETER‘S TIME 25% @ $330 


EQUIPMENT USED IN DELIVERY 


TOTAL COST OF DELIVERY FUNCTION $12,598 
as | 





Yardsticks: 
Del'y cost per unit of Petro.Prod.del'd (563,893 units) 2. ad 
Del'y cost per mile traveled 
Puel & O11 Plus Maint. & Repdirs per mile traveled 


a. g 





Details of ted in Deli Punction: 


Description of t Deprec.| Miles 
<i sara eb nom as (No, traveled large Repair 


Make Year Yrs.) | in_1958 | Item in 1958 








sronale E HARDEE Piller ox 


Y2aR 1958 





12 months 


COST OF INDIRECT MARKETER'S TIME- 25% @ $250 $56 |$ 670 
Wife- 50% @ $250 113 1,350 


Yardstick: 


Storage & Handling cost per uni 
Petroleum Product handled ( ais, $083 unites) _,612¢ 














DELIVERY costs of 70¢ mile are above the usual 10¢, due 
partly to excessive depreciation and low-gear highways 


STORAGE AND HANDLING is high because of yard paving, 
an item not likely to appear again the following year 


NATIONAL PETROLEUM NEWS * May, 1959 





e@ A discussion of every phase of his operation, 
looked at by company people from his viewpoint. 

e@ As much time set aside by key company men 
as is needed. 

@ Opportunity to hear how other indirect mar- 
keters are handling similar problems. 

e Direct contact with the man who can do 
something about the indirect marketer’s problems, 
and therefore the likelihood that something specific 
will come from this meeting. 

“Company people must sincerely see that this 
is a chance to help the indirect marketer,” says 
Roy. “The district sales manager particularly must 
welcome this chance to get factual information so 
that he can think and act effectively in his capacity 
as business counsellor.” 

Delivery Function—Lumping all expenses under 
the single head of “operations” (a practice of many 
distributors) won’t do. First task of the team is to 
take each expense item and put it under a specific 
functional heading. 

Delivery includes movement of petroleum and 
other products from bulk plant or warehouse to 
service stations or to customer’s premises; salaries 
of drivers, taxes, insurance, workmen’s compensa- 
tion, and similar expenses. 


Then the team goes a step further and adds an 
expense not shown on the indirect marketer’s state- 
ment: namely, estimated cost of the time spent by 
the distributor himself on the delivery function— 
for example, driving trucks. 

This figure is arrived at by estimating the amount 
of time spent on the function and pricing it out at 
the rate the indirect marketer would have to pay 
someone else to do the work—for example, $320 
to $325 a month for drivers. 

“This is an important step,” says Roy. “It makes 
the indirect marketer conscious of the price tag 
that could be put on his own efforts. If half his 
time is spent driving a truck, he could start wonder- 
ing whether or not he was devoting his time profit- 
ably.” 

When the expense items have been totaled, the 
team begins to go after the significance of the 
figures. This is done by relating dollars to such 
things as gallons of petroleum products handled, 
miles traveled, units of product delivered per 
truck, 

These yardstick data can then be compared with 
yardstick data for other branches. 


“We found a real interest on the part of indirect 
marketers in comparative figures,” says Roy. “It’s 





of Distributor John Jones of Smithville, Calif. 
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SELLING costs of 0.41¢ gal. are close to usual 0.3¢ to 
0.4¢. Advertising covers one-shot station opening 
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ADMINISTRATIVE expenses include high telephone and 
telegraph charges and high accounting and legal fees 





Management 





TEAM EFFORT: Success depends on the right climate 


(Begins on page 12!) 
the curiosity we all have to find out how we’re 
doing compared with the other fellow.” 

Here are some things GP found out: 

@ Fuel and oil, maintenance and repair costs in 
delivery trucks generally ran in the neighborhood of 
10¢ a mile. 

@ When costs were considerably above this 
amount, the problem was to determine whether 
there was enough difference in operating conditions 
to justify a higher cost. 

@ When costs were lower than 10¢ a mile, it 
often indicated the indirect marketer was not 
accounting properly for some expenses. “Some dis- 
tributors kept no record of gasoline, oil and tires 
used in their delivery trucks, and instead charged 
their usage to stock losses,” says Roy. “In such 
event, stock loss figures became somewhat mean- 
ingless and somewhat difficult to handle.” 

@ Where about 50% of the product went to 
service stations located near the bulk plant, total 
delivery costs seemed to fall within an average of 
0.8¢ to 1¢ gal. 

Storage and Handling—This covers such things 
as ordering, accounting for, loading and unloading 
products, and keeping books. The largest single item 
is usually salary—that of a branch clerk. 

In distributor operations, plant rent and upkeep 
are often major expenses. In the case of agencies, 
stock losses may be a considerable item. 

Sometimes the indirect marketer does the book 
work himself, or his wife devotes a few hours to it. 

All the appropriate figures are put on individual 
work sheets for each function (see illustrations). 
Indirect marketers usually want copies of these 
forms. 

“These figures, systematically laid out, emphasize 
the value of control data, the desirability of a panel 
of instruments for keeping on course,” says Roy. 
“This, in contrast to flying blind, playing by ear, 
doing things by hunches.” 

In analyzing, storage and handling costs were 





related to the number of gallons of product going 
through the branch, including products delivered 
directly. 

Selling Function—In GP’s interpretation, this 
consists of calling on prospects and customers, or 
working with service station dealers to upgrade 
their operations, of working with farm and commer- 
cial accounts to bring benefits from use of the 
company’s products. 

In smaller operations, the indirect marketer is 
usually the salesman, and the major cost is often 
his time, calculated at what he would have to pay 
a salesman. Often this runs in the neighborhood of 
$600—which covers actual salary and personal 
and traveling expenses. 

Generally, GP’s evaluations showed that only a 
small percentage of the indirect marketer’s own 
time was devoted to making sales contacts. Some 
distributors were spending a half day in the office 
keeping records and mailing invoices. Others were 
spending a large part of their time on deliveries. 

This realization led to a search for ways to free 
the marketer’s time—perhaps by hiring a part-time 
branch clerk, perhaps by rescheduling deliveries. It 
also led to efforts by GP to help the indirect mar- 
keter perform this function. For example, GP spe- 
cialists went with the marketer to make calls on 
large farm or industrial prospects, and they worked 
with the marketer’s personnel in helping station 
dealers do a better selling job. 

Sometimes GP found that indirect marketers, 
instead of not putting enough effort into selling, 
were spending too much money on this activity. 

In one distributorship, two salesmen were as- 
signed to call on commercial accounts exclusively. 
Total volume of sales to such accounts amounted 
to 110,000 gal. a month, and the potential wasn’t 
particularly good. 

GP figures a salesman ought to account for a 
sales volume of at least 200,000 gal. of gasoline a 
month, so it seemed there was one salesman too 
many on this job. GP also suggested that in revalu- 
ating his need for sales help, the indirect marketer 
consider assigning salesmen on a territory rather 
than class-of-trade basis. 

In another distributorship, one man was em- 
ployed to devote his time almost exclusively col- 
lecting from farm accounts. In this case, GP 
thought the indirect marketer would be better off 
taking a chance on bad debts staying at a reason- 
able figure. 

“In our talks,” says Roy, “it became apparent 
that the distributor had been figuring on a great 
many more accounts going sour than was the actual 
experience—and that even if bad debts had been at 
an especially large figure, they would have been 
well under the annual salary and expenses of the 
collector.” 

GP has found that the selling function usually 
runs in the neighborhood of 0.3¢ to 0.4¢ a gal. of 
throughput. (Continued on page 158) 
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During 5 years of severe service— 


“Our MACK has 


“Five years ago, we assigned our first Mack tanker 
to our most difficult route; over Storm King Moun- 
tain to the U.S. Military Academy at West Point. 
Not only has the Mack turned up on time, every 
time, but over-all operating costs have been con- 
sistently low—and still are,’”’ says President Jerome 
S. Affron of Affron Fuel Oil, Inc., in upstate 
New York. 

“That’s why, when Mack introduced its ‘“‘N”’ 
model COE, with its excellent maneuverability, 
visibility and driving ease, we were glad to wel- 
come another Mack to our fleet.” 


never failed us” 


It’s worth repeating: You get more work out of 
Macks because more work goes into Macks. Ask 
any Mack user. Your Mack branch or distributor 
will gladly furnish names. Ask them today. Mack 
Trucks, Inc., Plainfield, N. J. In Canada: Mack 
Trucks of Canada, Ltd. 


MAC K 
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THE COUGHLINS—Dick, Jr., father R. J., and Jack—started small... 


'The World's Smallest Integrated 
Company’ and How It Grew 


Starting as a tiny local jobbership, Westland Oil has grown into 
a giant of the Northwest. Here's the story of its growth, and of 
the rugged-individualist Coughlins—father and son—who built it 


HE sToRY of Richard J. Coughlin’s Westland 

Oil Co. has all the required elements of an 
Horatio Alger fable. Starting from the humble 
origins of auto livery and garage in Scobey, Mont., 
in 1913, the company had grown into one of the 
Northwest’s leading refiner-marketers by 1955. 
And even greater growth seems to lie ahead for 
this Minot, N.D., independent, which proudly bills 
itself as the world’s smallest integrated oil company. 


How Westland Went Integrated 


Always basically marketing-oriented, Westland 
began integrating backward in 1955, when it paid 
$150,000 for a bankrupt refinery and put it back 
on stream. The final step came on a quiet after- 
noon last summer when Jack Coughlin—the presi- 
dent’s eldest son and Westland’s executive vice 
president—got a telephone call at his home. 

On the line was Glenn Wilson, an old friend. He 
had several leases on potential oil producing prop- 
erties. Would Jack, or Westland as a corporation, 
be interested in splitting drilling costs and returns 
on a 50-50 basis? 

Coughlin wanted to think it over. For the rest 


By LEWIS BRIGHAM 
Midwest Editor 


of the day he wandered about his house and garden, 
pondering the question. Hours later, he says, “I 
made up my mind to take the plunge myself.” 

Wilson and Coughlin met many times in the 
next few days. Several weeks later they moved out 
into the Dakota oil fields to start drilling. 

It was like drawing a heart to a four-card spade 
flush possibility. The first well was dry. Subdued 
but far from discouraged, Wilson and Coughlin 
sank another hole. This one hit. 

It wasn’t big—about 100 b/d—but it was a 
producer all the same. (“Sweating it out was like 
having your first baby,” Coughlin recalls.) All 
crude produced went under contract to Westland’s 
refinery for a five-year period. That made West- 
land fully integrated.* 

What has integration meant to Westland? On 
the surface, very little. The 100-b/d crude pro- 
duction doesn’t make a dent in the requirements of 
a company that last year moved about 24-million 
gal. of refined product. But more crude may be on 
the horizon. The Wilson-Coughlin team plans to 
dig into the rocky Dakota hillside again this sum- 
mer—although the limit is still two wells, wet or 


* While technically Jack @oughlin—not Westland—has the 
financial interest in the well, most Northwest oil men feel the 
distinction is a little too fine to regard Westland as anything 
other than a pint-sized integrated company. 
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INTEGRATED BACKWARD by buying this 2,200-b/d refinery 
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for $150,000 at public auction Now . . . 


dry. “We’re deliberately going slow,” says Cough- 
lin. “We want to be able to pay for a well before 
we drill it.” 


How Westland’s Operation Grew 


Deliberateness—either slow or rapid—has char- 
acterized Westland’s expansion since it outgrew 
its Scobey livery days over 40 years ago and merged 
with the old Gray Lindermann Co. of Scobey. To- 
day’s Westland is the descendant company. 

In the early days, the elder Coughlin spent a 
week at a time traveling 60 miles across Indian 
country to bring oil to Scobey in a horse-drawn 
wagon. The price was 45¢ gal., with few arguments 
and no taxes. 

By 1928 the wagon hauls were a thing of the 
past, and Westland management felt area economics 
dictated a move to Minot, N.D., to take advantage 
of better transport facilities and greater market po- 
tential. 

The most deliberate speedup in Westland’s his- 
tory came in 1955, when Westland paid $150,000 
at public auction (boosting its original bid by $26,- 
000) for a bankrupt refinery in Williston, N.D., 
120 miles west of Minot. Newspaper reports of 
the sale suggested that Westland would put $350,- 
000 toward raising the refinery’s capacity from 
1,500 b/d to 2,000. Actually, Westland has in- 
vested $1.5-million and boosted output to 2,200 
b/d. 

News stories also quoted the elder Coughlin as 
saying that if Westland couldn’t make a go of the 
refinery in its far-flung market area (450 miles 
east and west, 200 north and south), no one could. 
What the newspapers failed to report was that the 
Coughlins were also concerned with the welfare of 
Williston residents made jobless by the refinery’s 
failure. Westland was one of the first firms in the 
area to offer pension plans and other employe 
benefits. 
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INT® PRODUCTION with a 100-b/d well completed last year 


How Westland Builds Sales 


While integration is one of the more dramatic 
aspects of Westland’s growth, the company con- 
tinues to be essentially a marketing operation. Back 
in the Twenties, it flew the Red Hat flag. From a 
half dozen stations in the early Scobey days, it 
grew to 30 bulk plants and 36 company-owned sta- 
tions in 1955. Since acquiring the refinery, West- 
land has picked up about 40 additional jobber ac- 
counts. 

Sales have increased apace. In 1950, Westland’s 
gross dollar volume was about $3-million. In 1958 
it was over $7.5-million. In pricing, Westland fol- 
lows a policy of meeting the majors “right on the 
nose.” In addition, says Coughlin, “We absolutely 
do not carry commercial accounts at prices below 
those offered our jobbers.” 

Competitors say one reason for Westland’s ability 
to price with the majors is its carefully cultivated 
reputation as a good neighbor. Although Westland 
has a small annual advertising budget ($40,000), 
it goes all out for “Appreciation Days.” These may 
be grand openings, or just any day when the com- 
pany pulls into a small North Dakota or Montana 
town, trots out Shetland ponies for rides, and 
stages a big barbecue for anyone who drops into 
the local Westland outlet. The idea to be conveyed 
is that Westland wants its neighbors to know it ap- 
preciates their business. 

As for Jack Coughlin himself, it’s doubtful that 
Appreciation Days would be held for him in many 
segments of the industry. Quiet and thoughtful, 
he’s regarded as sincere and highly articulate—but 
what he articulates has created some distress in cer- 
tain quarters. Coughlin holds some firm opinions 
about industry economics and has shown little hesi- 
tation in making them known. Like his company 
and the area it serves, Coughlin’s views are sincere 
but often controversial. For a case in point, see his 
criticism of the depletion rate, starting on p. 87. 8 





Among the millions of car owners who know filters by 
brand name, more rank FRAM first in quality 

than any other filter!* This is just one of the many 
reasons dealers find FRAM easier to sell. 


(To obtain more data on advertised products see page 146) NATIONAL PETROLEUM NEWS * May, 1959 








HIRST! 


Eg. Anyway you look at it... 
SS’ FRAM ranks first! 
@ More drivers prefer FRAM @ More car makers 
install FRAM @ More dealers are switching to FRAM daily O/L AIR FUEL WATER 
—to get the extra sales that FRAM filters bring! 
*Nationwide Survey, 1958 


FRAM CORPORATION, Providence 16, R. I. 
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Then somebody shut off the gas 


Excess hydrogen from a process used in refining: petroleum used to be 
burned as fuel in the refinery—till somebody found a way to use it to 
far greater advantage. 

Through exhaustive research a new and economical method was de- 
veloped for utilizing surplus refinery hydrogen. This process, Unifining*, 
combines the techniques and patent rights of Universal Oil Products 
Company and of the research organization of a leading petroleum refiner. 
Designed to remove sulfur, nitrogen and metallic impurities from petro- 
leum, it is widely used throughout the refining industry. 

While a large number of refining ideas are born in Universal’s labora- 
tories, the company is prepared to carry through to completion any 
petroleum research project, regardless of where it may originate—and to 
make the ultimate benefits available to refiners everywhere. "Trademark 


130 (To obtain more data on advertised products see page 146) 


UNIVERSAL OIL PRODUCTS 
COMPANY 30 atconauin ROAD 


® DES PLAINES, ILLINOIS, U.S.A. 


More Than Forty Years Of Leadership In Petroleum 
Refining Technology 
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Fuel Oil 


Are Major Oil Companies Moving In 
On the Retail Heating Oil Market? 








An NPN survey of East Coast majors indicates they are. Majors 

aren't out ringing jobber doorbells or waving blank checks, but buyouts 
are piling up all the same. One authority foresees many more coming. 
Here’s a rundown on what's behind a rash of recent acquisitions 








TH RETAIL heating oil market seems to be 
moving into the hands of major oil companies 

to a greater extent than ever before. This is indi- 

cated in an NPN survey of East Coast majors. 

How far it will go is anybody’s guess. 

Many oil marketers discount the signs. They 
hold that retailing heating oil is a local service 
operation that can best be handled by local resell- 
ers—and will continue to be so. 

Nevertheless, a number of majors are watching 
developments closely. A few admit that any deeper 
involvement by some majors in direct heating oil 
marketing would cause their top management to 
take another look at heating oil. In the main, 
though, they’ve been backing away from direct 
heating oil business. 


Focus: What's Going On 


There’s been a rash of major buying and jobber 
selling in recent months. Atlantic, Gulf, Sinclair, 
Esso and Tidewater are the majors most involved. 
But no major expects or wants the trend to de- 
velop into a runaway. A big reason: the industry 
isn’t certain how Washington would react. Bigness 
in business isn’t popular on the Potomac now. 

And none of the majors—direct marketers or 
others—have slackened their heating oil jobber 
recruitment programs. 

On the other hand, Charles Burkhardt, national 
secretary of Oil-Heat Institute’s distribution divi- 
sion thinks differently. “The trend,” he says, “wi. 
increase sharply, especially if markets are not firm. 
Majors have big investment in refineries and dis- 
tribution facilities, and they will seek to stabilize 
the market to cut their marketing costs.” 

While controlled gallonage in itself would seem 
to be the big reason for buying out retail opera- 
tions, often it’s not. “There are many other con- 
siderations involved,” says one major not active 
in the trend. Active buyers agree. 

The trend isn’t all the doing of major companies. 
A lot of offers come from jobbers. No major is 
ringing jobber doorbells to see if the business is 
for sale, or waving blank checks, 
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One major puts it this way: “In a few cases, 
the majors are taking the initiative. But in many 
more cases the majors are—and probably will con- 
tinue to be—forced into buying retail operations.” 


Why Jobbers Want Out 


There are almost as many reasons why jobbers 
want to sell as there are jobbers. But one big 
reason, according to a. major-company spokesman, 
is this: 

“One generation of jobbers is reaching the end 
of its cycle. Many jobbers have been in business 
25-30 or more years and they’re getting tired. 
They want to take it easy, retire. In many cases, 
they have no one to leave the business to. If they 
have sons, the sons don’t seem qualified to carry 
on or aren’t interested. 

“This can pose a serious problem for any sup- 
plier. It highlights a weakness in the distributor’s 
operation because he has failed to provide for 
business continuity. 

“On a jobber’s death a supplier must decide— 
and many times it has to be almost overnight— 
whether he wants the gallonage or can afford to let 
it go. Then he must decide whether he has the 
capital to invest and how it will pay out.” 

Continuity, the spokesman says, should concern 
both supplier and jobber, because if the jobber 
doesn’t see fit to perpetuate his business, jobber 
distribution may lose a lot of its appeal for the 
supplier. 

Natural gas competition is a factor in other 
cases. “A lot of jobbers,” says a major, “are telling 
themselves they’ve had it. Years ago a jobber could 
count on 6%-7% annual growth just by being in 
business. Today he’s lucky to get 3% growth and 
he has to hustle for that.” 

Some jobbers want to get their personal estates 
in order. They know how big a bite state and 
federal inheritance taxes will take from their 
estates. In many cases they figure their business 
would have to be sold either to provide income for 
survivors or to pay the taxes. 

Naturally, they’d like to oversee the sale of their 





Fuel Oil 


(Begins on page 131) 

own business. So they make their supplier or 
another major an offer. They'll take cash, stock in 
the buyer’s company, or receive the money as a 
commission on sales for a number of years so they 
won’t have to pay a capital gains tax. Then they 
can dispose of the estate, paying only gift taxes 
instead of inheritance taxes. 

“Let’s face it,” says a major, “there are jobbers 
who just aren’t the business type.” These jobbers 
have got themselves in hock to their supplier to 
such an extent that the only way a supplier can get 
his money back is to take over the business.” 


Why Are Majors Interested? 


There’s no one single answer to that question. 
It’s often a combination of one or more of the 
following: 

e@ To increase gallonage in an area where they 
already have a fair or large amount of direct heat- 
ing oil home accounts. “Maybe the plant in a cer- 
tain area,” says a major, “can stand a little more 
throughput and the number of accounts offered by 
a jobber would make the plant a better economic 
proposition.” 

e@ To keep a fair share of the market. A large- 
volume buyer wants to get out of the business; so 
a major, not wanting that hunk of market going 
elsewhere, makes an offer. The industry thinks this 
was the thinking behind Atlantic’s purchase of 
Major Oil Co. in Philadelphia. But this type of 
purchase isn’t limited to heating oil jobberships; it 
can include full-line jobberships. The industry 
points to Tidewater’s many recent buyouts as a 
case in point. 

e@ To share in the relatively stable heating oil 
price. Some majors, groggy from gasoline price 
wars, see heating oil as one way to recoup. They 
know that price wars in distillates are rare, that the 
margins are good, steady. 

e@ To get other facilities, such as deepwater 
terminals, or storage in an area where they have 
none at present or need more. Falling in this class 
are Gulf’s purchase of jobbers in Baltimore and 
Long Island, and Sinclair’s taking over of Econo- 
my Fuel in Newark, N. J. 

e To get a better product mix. A marketer 
heavy on gasoline in one area may want some heat- 
ing oil business to keep his employes and plant 
working when gasoline consumption slacks off. 

e@ To offer heating oil accounts better service. 
“If more majors had remained in direct marketing 
of distillates,” says a spokesman of one company 
that has backed out of retail heating oil operation, 
“the situation with respect to oil burners maybe 
wouldn’t be as serious as it is today.” This is not 
a blanket criticism. The spokesman praises the 
extra services many eastern jobbers are giving their 
home heating accounts. But he thinks jobbers in 
some Midwest areas could have done a better serv- 
ice job for their accounts. 

e@ To get a bigger share of the profit in heating 


oil. “There’s a lot of price sniping at wholesale”, 
says one company. “There’s a profit at each level 
of sale,” comments another, “and a lot of majors 
are looking at this spread and thinking that it may 
be wise to get more of it for themselves.” 

@ To expand into new areas with both gasoline 
and/or heating oil. The industry sizes up Hartol’s 
purchase of Crown Petroleum in Connecticut and 
Massachusetts as an example. Hartol, an independ- 
ent gasoline and heating oil supplier, is a subsidiary 
of Tennessee Gas Transmission. 


What the Majors Are Buying 


Types and sizes of retail operations that majors 
are interested in vary. It depends on the company 
doing the buying and on what it’s been doing on 
a direct basis in the same general area. 

One major says it prefers companies with at 
least 5,000 home heating oil accounts. That would 
limit purchases to large metropolitan areas. 
“There’s always enough business in a large city for 
everyone.” 

The company admits some of its direct operations 
don’t measure up to that account limit (“We have 
some operations with 1,500 accounts”). It intends 
to hang on to these. “Maybe we can pick up a 
jobber who will give us the additional accounts 
we need.” 

Not all retail purchases are likely to be confined 
to large cities. “We took over a jobber who had 
only 300 accounts,” a major says. These accounts 
fit in nicely with the major’s direct business in a 
nearby area. “It gave our local plant some increased 
throughput,” the major points out. 


The Outlook for Jobbers 


Not all heating oil accounts changing hands are 
going from jobbers to majors. Companies that have 
given up on direct heating oil operations have 
turned what accounts they had over to branded job- 
bers. Some majors decide from time to time that 
a certain plant might be better off if it didn’t have 
to make deliveries to 100 or more isolated accounts. 
“For us, delivery to such accounts could be un- 
economic, so we’ll turn them over to a local jobber,” 
a spokesman says. 

Majors don’t have the heating oil jobbership 
market all to themselves. Aggressive jobbers are 
also interested in buying out their competitors. 
They’ve been doing quite a bit of buying for the 
past three or four years and they expect to do more. 

“It’s the only way we can get quick, fast growth 
nowadays,” says one jobber. Others agree. 

Some jobbers think their numbers will decline in 
the years ahead. They compare what’s going to 
happen to them with what happened to coal men 
when oil heat got started. 

“There aren’t as many active coal dealers today 
as there were 15-20 years ago,” says one jobber. 
“But those who survived by buying out competitors 
are doing a better business now than they ever did. 
The same thing is going to happen to us.” * 
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Refiner cuts TEL unloading time in 
half with help from Du Pont 








To solve specific problems, 
Du Pont offers most fully 
rounded line of additives 


Each of the additives in Du Pont’s com- 
plete line was developed to overcome 
a precise problem or add a perform- 
ance “extra” to your petroleum prod- 
uct. For example .. . 
1. Tetraethyl Lead—For highest octanes 
at lowest cost. To give you fast, de- 
pendable delivery, DuPont maintains 
ample stocks at 25 distribution points 
throughout the U.S., convenient to re- 
finers everywhere. 
2. Fuel Oil Additive No. 2 — Improve 
your fuel oils with Du Pont FOA-2, the 
additive which stabilizes heating oils, 
diesel fuels and residual stocks. 
3. DuPont Dyes—A complete line of oil 
colors for identifying grades, meeting 
legal requirements and for adding 
brand identification to your gasoline, 
fuel oil, lubricants and other petroleum 
products. 
4. DuPont Metal Deactivator—Combats 
copper-caused gum in gasolines, and 
sludge and gel formation in fuel oils. 
5. DuPont Metal Suppressor—A newly 
developed product uniquely effective 
for coating copper parts in hydro- 
carbon systems and thus suppressing 
solution of the metal into the product. 
6. Antioxidants—Protect gasolines from 
oxidation and gum formation. Com- 
plete line offers antioxidants for every 
purpose, every refinery stock. 
7. “Ortholeum’® 300 — Stabilizes and 
protects greases. It offers the com- 
bined advantages of metal deactivation 
and antioxidant action. 
8. Additives for industrial oils and lu- 
bricants—Three widely used and highly 
effective additives for improving the 
performance and stability of industrial 
oils and lubricants are: 

“Ortholeum” 162 lubricant assistant 

PAN (phenyl-alpha-naphthylamine) 

PBN (phenyl-beta-naphthylamine ) 

CONTINUED OTHER SIDE 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont deNemours & Company (Inc.) 





IMPROVEMENTS over an old tetraethy! lead unloading line, suggested by Du Pont engineers, made 
it possible to lift TEL more than 16 feet from tank car to storage level. The new line has cut unload- 
ing time in half. An additional advantage is that the new line handles both motor mix and aviation 
mix, thereby saving some $50,000 in unneeded new equipment. Furthermore, because of the im- 
proved time factor, one shift instead of two handles all unloading. 


Changes recommended by Du Pont en- 
gineers have boosted the unloading 
rate at one refinery from 340 Ibs/min to 
800 Ibs/min. 

Unloading time required for 6000- 
gallon tank cars has dropped to less 
than two hours. With the old setup 
it took from four to six hours to unload 
the same cars. 

The switch involved was from an 
old two-inch line with numerous valves 
and fittings to a simplified three-inch 
line having only two valves, two am- 
monia elbows and three ammonia tees. 

The new design was based on care- 
ful calculations of pressure drop in 
both the old and proposed systems by 
the DuPont representative. He then 
advised on the construction, tested and 
helped to start the operation of the 
new system, working at all times with 
the refinery engineering department. 





Are you taking full advantage of 
Du Pont engineering know-how? 


You'll find DuPont ready to go a long 
way in custom-engineering service to 
help you solve problems involving 
tetraethy] lead and other petroleum ad- 
ditives. 

Customer requests for service in 
the past have ted to such DuPont 
developments and innovations as the 
siphon starter, valves trimmed with 
“TEFLON,”® Metal-Flex unloading 
hose, dry dye eduction systems, and a 
host of other developments now wide- 
ly applied in the industry. 

How can you get DuPont service? 
You start by phoning or writing to the 
DuPont sales office nearest you (see 
list on back of this page). You'll get 
prompt and thorough attention. 


®''Tefion’’ is DuPont's trademark for its TFE-fluoro 


carbon resin. 
OVER 





DUPON 





Complete Line 


Service also is available for the 
selection and handling of these ad- 
ditives, and in training your blending 
plant personnel. Your DuPont Petro- 
leum Chemicals representative supplies 
these and many other services. He’s 
backed by a large staff of specialists 
in research, training, production, safe- 
ty, sales promotion and advertising, 
men who os devoted long careers to 
cooperating with refiners. 


Write for more information. 


WEST COAST REGIONAL MANAGER 


ROBERT F. HARWICK is manager 
of the DuPont Petroleum Chemicals 
Western Region. 

He’s in charge of a variety of activi- 
ties west of the Rockies. These include 
a Regional Sales office in Los Angeles, 
District Sales offices in Seattle and San 
Francisco, a regional laboratory and a 
tetraethyl lead terminal at E] Monte, 

California, as well as additives ware- 
houses and railway distribution centers 
at Ferndale, Washington; Port Costa, 
Antioch, Torrance, and El Monte, Cali- 
fornia; and Salt Lake City, Utah. 

The new DuPont TEL plant at 
Antioch makes available the TEL sold 
by Mr. Harwick’s group. 

Prior to this assignment, Mr. Har- 
wick was the assistant manager of the 
DuPont Elastomers Department’s Ak- 
ron Office. 

He brings to his job a broad range 
of oil industry experience, covering 
phases all the way from manufacturing 
to editorial work with a petroleum 
publication. 

A graduate of Drexel Institute with 
a B.S. degree in Chemical Engineer- 
ing, Mr. Harwick served for four years 
with the U. S. Army during World 
War II. 
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ORTH FORT WORTH 


New TEL Sidetrack 
in Oklahoma 


Now there are 22 points from which 
you can get emergency shipments of 
DuPont TEL. 

To provide even faster service to 
customers in Oklahoma and Southern 
Kansas, we are now keeping TEL on 
hand at a new siding at Spiro, Okla- 
homa. 

Ample supplies of both motor mix 
and aviation mix are always ready to 
roll from all 22 sidetracks shown above. 
There’s someone at the phone night 
and day at each point, ready to expe- 
dite your emergency orders. 

There are also truck terminals at 
Carneys Point, New Jersey; Antioch 
and El Monte, California; Beaumont, 
Texas; and Ferndale, Washington, com- 
plete with weigh tanks and storage 
facilities, so that you can order rush 
shipments of TEL in less-than-tank- 
car quantities. 

For further information on service 
from any of these points, contact the 
DuPont Sales office listed at the right 
which is nearest you. 


How far are you from a 
Du Pont additives warehouse? 


Each of the seven warehouses shown 
on the map above is ready to make 
rush deliveries on any DuPont petro- 
leum additive whenever the need 
arises. 

All seven maintain ample stocks of 
all our additives, including DuPont 
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EAST CHICAGO sulle on OHIO 


ROXANA, IL. 


EAST ST. LOUIS, ILL. 


KANSAS CITY 


WEST LAKE CHARLES, LA. 


CHAISON, TEX. 


Metal Deactivator, antioxidants, dyes, 
fuel oil additives, and grease stabi- 
lizers. 

Contact any of the sales offices listed 
below for fastest service. 


SALES OFFICES 


Chicago 3—8 So. Michigan Ave. 
Cleveland 15—101 Prospect Ave 


Houston 2— 
705 Bank of Commerce Bidg. CApitol 5-1151 


Los Angeles 17—612 So. Flower St. .MAdison 4-1354 


New York 20— 
45 Rockefeller Plaza COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center... ATlantic 1-2933 
San Francisco 4—111 Sutter St. ... .EXbrook 2-1934 
Seattle 3—4003 Aurora Ave. . MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 


In Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 _— Ave. East, Toronto 12— 
Ontario HUdson 1-6461 


OTHER COUNTRIES: Petroleum Chemicals Division, 
pat} Sales, Wilmington 98, Delaware, PRospect 


. .RAndolph 6-8630 
MAin 1-3422 
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Better Things for Better Living 
.-. through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont deNemours & Company (Inc.) 


A-10740 


Printed in U.S.A. 





Fuel Oil 


Is This Tomorrow's Burner? 


It could be, but some 
feel the unit needs a 
thorough test first 


A NEW combustion process, devel- 
oped by a Connecticut inventor, is 
being studied by oil-heat research 
men. What comes of it seems to de- 
pend on the oil industry’s initiative. 

The method was demonstrated in 
Hartford, Conn. last month to more 
than 100 oil men, including experts 
from the home offices of Atlantic, 
Esso, Mobil and Gulf. 

The demonstration was arranged by 
Hartford’s Better Home Heat Council. 
The inventor, Richard Waller, believes 
the best use of his burner would be in 
industrial heat-treating, but the council 
thinks oil-heat men may be interested. 

What Is It?—The burner is so dif- 
ferent it doesn’t fall into any of the 
present UL classifications. 

There’s no flame, only an orange 
glow. The unit’s gasifier turns liquid 
fuel into gas for complete combustion 
without smoke. 

The device works without draft and 
without excess air. There’s no com- 
bustion chamber, oil pump, trans- 
former, nozzle, or controls for draft 
and excess air. 

The demonstration burner was a 
50,000-Btu-output unit (big enough 
to heat a small 4-5 room house) 
mounted in a warm-air furnace made 
for gas firing. It gave off as much 
heat as a 75,000-Btu-input gas burner. 

Oil consumption was 0.33-gal. per 
hour, lower than for any oil burner. 

Waller says his burner in a gas job 
could trim gas fuel bills by 60%, that 
oil fuel consumption could be cut 30% 
below that of the best gun-type burner 
sold today. 

The only moving part is a 1/12-hp 
motor. It runs an 11-in. fan at 3,400 
rpm, providing the air pressure re- 
quired to move oil into the gasifier. 
There a combination of time, temper- 
ature and pressure converts oil to gas. 

Ignition, controlled by a new Min- 
neapolis-Honeywell instrument, is ac- 
complished by a 110-volt calrod (re- 
sistance type) coil on the exhaust side 
of the gasifier. 

The coil uses current only as the 
burner starts. The control has a 2-sec. 
response when heat is wanted. The 
unit runs at peak efficiency in 30-60 
sec., can establish heat in 2 min., and 
goes into safety on ignition failure 
within 5-10 sec. 

The gasified oil burns at 2,400- 
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— 9 ¥ ad, 
UNCONVENTIONAL oil burner heats with- 
out flame or smoke, vents to 1” pipe 


2,800 deg., compared with 2,100- 
2,200 deg. in present burners. The 
unit runs at more than 90% efficiency 
and can hit 98.7%. 

While plenum temperature is 170 
deg., the stack temperature is 290 deg. 
This makes the burner suitable for use 
in a gas type-B vent or even a 1-in. 
pipe. The demonstrator was hooked 
into a tile flue by means of a 3-in. 
flue pipe angled sharply downward; 
generally flue pipes run upward. 

The unit works on high- and low- 
grade No. 2 oil. The demonstrator 
didn’t miss a beat and needed no me- 
chanical adjustment. Stack tempera- 
ture rose 10-15 deg. The unit worked 
with the flue damper closed. 

What Happens Now—That’s up to 
the industry and Waller. The burner 
could be in production in 12-18 
months IF burner makers would settle 
for non-exclusive licenses, IF they 
and major oil companies could get 
units to test in the field and labs, IF 
the unit could get a UL tag in 90 
days, IF National Fire Protection Assn. 
okays its use with a type-B vent, IF 
many local codes are changed to meet 
new NFPA rules, and IF a cheaper 
control system, which some think is 
necessary, could be made. 

Some early guesses are that the 
burner would cost roughly the same as 
present high-quality oil burners. 

Waller’s position is that he has de- 
veloped the burner; it’s up to the oil 
industry to take it from there. 

The jobber research program, Op- 
eration Oil Heat Associates, has 
looked at the Waller burner. Ameri- 
can Petroleum Institute’s researcher 
and others are expected to study it. @ 


| 








for overhead or 
underground 

farm service tanks, 
skid tanks with 
hand pumps or 
power pumps 








OPW 12 and 12-A 
GENERAL UTILITY 
PUMP NOZZLES 


No. 12 Hard wear-resistant 
bronze. 

No. 12-A Hi-tensile extra 
strength aluminum alloy 
with Silver-Lite finish. 





It’s the newest, most versatile of all 
utility pump nozzies—lets you fill up 
quickly, smoothly, with all of the easy- 
to-handle feeling that OPW builds into 
its Service Station Nozzles. The Nos. 12 
and 12-A have the strength, durability 
and long lasting service features found 
in all OPW Service Station Nozzles. This 
means full control, easy shockless clos- 
ing . . . no line hammer or bursting of 
fuel lines due to fast closing. 

These nozzles are equipped with alumi- 
num tubes, permanent type Tefion im- 
pregnated packing and corrosion-resist- 
ant, long wearing stainless steel stems. 
Working parts are machined to precise 
tolerances for more efficient service. 
Flow range is equal to OPW Service Sta- 
tion Nozzles. 


CORPORATION 


2735 Colerain Ave. 
Cincinnati 25, Ohio 


Kirby 1-5400 


(To obtain more data on advertised products see page 146) 








Ts. 
Bea 


five centrifugal pumps that prime 
move SHELL products for QUALITY OIL 


35,000,000 gallons of products 
have been moved by these model 
03C-B pumps since their instal- 
lation in 1953. And, says Mr. 
Charles P. Gaskins, vice presi- 
dent, Quality Oil Company, 
Greenville, N. C., “The job has 
been accomplished with no 
mechanical failure. Since the pur- 
chase of these units, we have 
purchased and installed like 
equipment in other terminals 
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and in each case we have realized 
excellent service.” 


Ask your Gorman-Rupp Distrib- 
utor about the exclusive features 
of the ‘‘O’’ Series Pumps— 
centrifugal pumps that prime. 


Safer—no check valve, and thus 
freedom from high pressure and 
heat expansion. More efficient— 
straight-in suction removes 
entrance restrictions, increases 
pumping lift. 


THE GORMAN-RUPP COMPANY 


305 BOWMAN STREET 


CONSUMER-COMMERCIAL ELECTRIC PUMPS 


MANSFIELD, OHIO 
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‘It Pays to Stick to One Make 


You can run your truck fleet better and more cheaply if you use 
only one manufacturer's product, says jobber Francis Schuster. 
He finds it saves on parts, repair work and driver time 


(spies ONE MAKE OF _ TRUCK 
and ride it,” says Indianapolis 
jobber Francis J. Schuster. “Your 
fleet of trucks will be cheaper to op- 
erate as a result.” 

Schuster’s Troy Oil Co. sells D-X 
Sunray gasoline and a private-brand 
heating oil. It’s been operating with 
one make* of truck since 1948; be- 
fore that, it used three or four dif- 
ferent makes. After 11 years’ experi- 
ence, Schuster says he’s found these 
economies: 

e Smaller parts inventory. 

e No need for outside repair work. 
Troy Oil’s repairmen are fully fa- 
miliar with the idiosyncrasies of the 
make. 

e Drivers’ time saved. “If you 
have several makes of trucks, we 
think they should be sent to an out- 
side shop,” Schuster says. But that 
would take man-hours—two men to 
take one truck to a shop with the sec- 
ond man needed to bring the driver 
back. It happens a second time when 
the truck must be picked up. Schuster 
figures it adds up to $6 or $8 in 
drivers’ time, and ties up an extra 
vehicle as well as the two men. 

Troy Oil works on the same prin- 
ciple with tank trailers, sticking to 
Progress units. “We drifted into the 
one-make idea,” Schuster says. 
“When we put in our own garage and 
crew we saw the value of one make. 
At the time we farmed service work 
out, the problems of keeping trucks 
in operation weren’t so great as they 
are now with outside service.” 


How Troy Oil's System Works 


Thanks to the one-make policy, 
Schuster doesn’t have to keep several 
makes of parts on inventory. He 
keeps his stock down to ignition sys- 
tems, generators, starters and the like. 
Heavy items like gears, transmissions 
and springs are bought from outside 
sources as needed. 

Troy Oil buys parts wholesale. 
“We have six parts dealers in town 
and they compete for this business,” 
Schuster says. “We can get parts de- 
livered to our shop an hour after 


* The line is Ford, but the theory applies 
to any make. 


Troy Oil trades in tank trucks every 8-10 years; promotional value is stressed 


ordering them. They deliver because 
of competition among themselves.” 

Schuster’s mechanics find it easier 
to tackle new _ problems because 
they’re familiar with the Ford truck 
family. Schuster lists ignition, car- 
buretor and valve problems among 
those that his men handle with con- 
fidence because they don’t have to 
worry about variations between dif- 
ferent manufacturers. 

Just doing the repair work in its 
own shop saves Troy Oil money, 
Schuster figures—and that too is an 
advantage of the one-make system, in 
his mind. He keeps one mechanic and 
one helper on full time. They save 
Troy Oil the profit that an outside 
shop would add to its own repair 
costs—frequently as much as 30% of 
the total bill. “Most shops can’t figure 
less than $3 or $4 per man per hour,” 
Schuster says. 

The only work he farms out now 
is part of an engine rebuilding job— 
though Troy mechanics can do half 
of that, too. 

Schuster doesn’t restrict himself to 
one Ford dealer. “To some extent we 
spread the business around as long 
as they treat us right,” he says. But 
he feels it’s an advantage to be deal- 
ing continually with the same group 
of dealers. 


How Troy Oil's Fleet Lines Up 
There are 35 rigs in the Troy Oil 
fleet. Twelve are tractors with semi- 
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trailers; 14 are straight tank trucks 
of 1,600 to 2,200 gal. capacity. The 
others include a TBA van and eight 
service trucks. All the vehicles are V- 
8s. 

Tractors last Schuster six to eight 
years; then they’re either traded in or 
junked and the parts cannibalized. 
“There’s no resale on the big stuff,” 
he says, “so we have to wear them 
out.” 

Trailers don’t wear out so quickly, 
but Schuster sells them or trades them 
in after five or six years because they 
become obsolescent in terms of 
changes in load limits or availability 
of new designs. 

Tank trucks are good for eight to 
ten years. Other trucks are traded in 
after five or six years because of age, 
or because Troy Oil wants a new 
model for its advertising value. 

Schuster’s vehicles have “low-speed 
rear ends”—the lowest possible gear 
ratios. Gear ratios are the secret to 
long truck life and low maintenance, 
Schuster believes. “You can pull the 
guts out of a truck with what they 
call a high-speed rear end (an engine 
designed to turn over slowly for high 
road speed), and drivers complain 
such trucks have no pickup,” he says. 

Engines are now made to run ef- 
ficiently at a high rpm rate, and 
Schuster wants his to run high. He 
has tachometers installed on all trucks 
so drivers will be sure to keep the 
engine over 2,400 rpm. a 
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CONSUMER-COMMERCIAL ELECTRIC PUMPS 
FOR GASOLINE : DIESEL OIL - KEROSENE, ETC. 


Mago tet ba! 


TIME-PROVEN CO RASBAS TENS Y Ot 


QUALITY - ECONOMY - PERFORMANCE 


Wm. M. Wilson’s Sons specialize 100% in the 
manufacture of consumer-commercial pumps 
to fit your exact requirements . . . for instal- 
lations large or small... for tanks above or 
underground . . . space limited or unusual .. . 
for any budget. 


re Markus 


ONE HUNDRED 
Now, four inches taller for greater stream- 
lined attractiveness and convenience... 
brings everything into more functional po- 
sition. 14'G.P.M. “Million-proof” belt-driven 
pumping unit. UL approved. 


Cup, PACT 


Model 250 is really BIG in everything but size 
and price. You can use this 12” compact 
“powerhouse” 101 different ways. 14 G.P.M. 
UL approved. 


Enuomig 


Model 920 is unsurpassed for the ever-in- 
creasing consumer accounts requiring a 
power pump with meter. It’s portable, rugged 
and weatherproof! 14 G.P.M. UL listed. 


Write For New Catalog Today... 
102 Models To Choose From 
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Road Taxes 


Here's what happened to 
efforts to increase them 


| aust THIS YEAR _ transporters, 
suppliers and jobbers in seven 
states faced the prospect of paying 
extra taxes on road equipment. But 
not any more. 

Weight-distance taxes were in the 
hoppers in New Jersey, South Dakota 
and Montana; Arkansas, Kansas and 
New Mexico were thinking about ton- 
mile taxes; and West Virginia wanted 
an axle-mile tax. 

Had these proposals become law, 
the number of states collecting extra 
taxes would have jumped to 13. 

Brighter Picture — But with less 
than half the year gone, New Jersey’s 


| tax proposal is the only one that’s still 


alive. And chances for its survival 
aren’t too high. 

All the others have failed. South 
Dakota’s plan died in committee when 
the legislature adjourned. Montana’s 
plan passed both houses but was vetoed 
by Gov. J. Hugo Aronson. Arkansas’ 
bill came out of committee without 
recommendation and died from lack 
of nourishment. Kansas, which had re- 
pealed a ton-mile tax in 1955, didn’t 
have any better luck. The committee 


| reported unfavorably on the tax law. 


New Mexico’s tax plans went up in 


| smoke when the legislature adjourned, 
| and the West Virginia plan died in 


committee. 
All this does not mean that the 


| defeated proposals are dead forever. 


There’s always next year. 
Industry Opinion — Oil men feel 


| they pay their fair share of taxes when 
| they pay the registration tab for the 


trucks they own. They look on these 
extra taxes as nuisances that add up 


| to a lot of extra office work in keeping 


additional records and filing reports. 

But if there has to be an extra tax, 
many think the ton-mile tax more 
equitable, since it’s based on the laden 
weight of a truck. An empty truck 
builds up no tax bill. But they admit 
the ton-mile tax is difficult to admin- 
ister. 

The weight-distance tax is the op- 


| posite. It is easier to administer but 
| it is more inequitable, since the tax 
| rate is fixed on the maximum allow- 
| able gross weight. It makes no allow- 
| ances for trucks returning empty. 


And the axle-mile tax isn’t much 


| different from the weight-distance tax, 


except that the rate is fixed on the 
number of axles. ® 





Merchandising 





Can Laughs Sell Gasoline? 


Wo CARS with lovesick headlamp eyes snug- 

gle up to a Shell sign in a zany new billboard. 

The cars are the backbone of a new ad campaign 

on the theme “Cars Love Shell.” Shell is the latest 

and largest company to hit the humor trail in ads. 

Speedway, Frontier Refining, and California Oil 
also currently use a comic approach. 

This isn’t Shell’s first fling at advertising smiles. 
Twenty years ago, the company ran William Steig 
cartoons on its billboards. And in the early 1950s, 
frantic dealers wrestled with writhing hoses in a 
“Most Powerful Gasoline” campaign. 

But “Cars Love Shell” is an abrupt change from 
the straight-faced additive campaign for TCP of the 
last six years. That promotion reportedly boosted 
Shell premium sales 20%. 


Tailored for Local Markets 


Shell stresses local autonomy in marketing. 
Division ad managers have a strong voice in shap- 
ing advertising plans. 

There’s a good reason: Shell stations are spotted 
in prime markets around the country. For maxi- 
mum impact, advertising has to be local and has 
to be flexible from region to region, says D. C. 
Marschner, Shell’s advertising manager. 

Media Strategy—Shell soft-pedals national ad 
campaigns. It has no national TV or radio shows. 
But it does sponsor nearly 60 sustained shows in 
local markets. The company uses national maga- 
zines mainly for industrial products and lubes. 

In the current campaign, national media will 
get even less money than before. Local media 
spending, including TV, will rise sharply. Over-all, 
Shell’s $15-million budget is up about 5%. 

Billboards will continue as Shell’s prime medium. 
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The company’s $3.5-million outdoor budget makes 
it the largest single petroleum outdoor advertiser. 


Most companies follow a “task” approach to 
ad plans, deciding first what should be done and 
then how much to spend. Shell calculates its bud- 
get first, area by area, following a complicated 
“secret” formula. Then it decides how to spend 
the money. 


On the Middle Ground 


Without saying so directly, Shell is plugging a 
service-plus-products theme. Midway in the cam- 
paign, cars will snuggle up to Shell dealers, as well 
as the Shell pecten symbol. 

Marschner is thus following a middle ground 
between two surveys that have made an impact on 
marketers. A Chicago Tribune study (NPN — Mar. 
"57, p108) showed customers think all gasolines 
are the same; service offered by dealers often 
determines buying habits. Later, a Dow Chemical 
Co. survey (NPN — Mar. ’58, p114) claimed that 
dealers resent “extravagant” service offers made 
on their behalf by suppliers. 

Dealer Aids—Dealers will get more point-of- 
sale help than ever before. Shell’s P-O-S budget is 
up between 15% and 20%. 

Stations will sport a 10-ft. pole sign, window 
displays with the lovesick cars, and 250 ft. of 
pennants. A red and white pump-top spinner will 
flash the words “TCP’s TOPS.” 

Admen think the public is ripe for humor in 
advertising. Calso claims its tongue-in-cheek Hy 
Finn campaign has doubled sales in the last year, 
despite a change in brand name. If Shell’s mixture 
of humor and hard-sell works, the help-wanted 
sign may go out in a lot more marketing depart- 
ments for gag-writers. . 
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Cager Capers 


Basketball pays off for 
Phillips and Vickers 


OIL TEAMS dominated the 52nd an- 
nual Amateur Athletic Union basket- 
ball tournament held at Denver this 
spring. 

Vickers Petroleum Co. hoopsters 
snared the AAU crown by trouncing 
the Phillips 66 oilers 105-83 in the 
final. 

Phillips has fielded top teams in 
AAU and National Industrial League 
competition for years. The company’s 
basketball history stretches back to 
1920 when its pioneer squad was 
sparked by K. S. Adams, now board 
chairman. 

For Vickers, the title was a new 
thrill. Vickers has been sponsorjng 
basketball teams for only four years. 
Both Phillips and Vickers stars will 
compete in the Pan-American games 
in Chicago this August. 

Play Pays Off—The two oil com- 
panies look on basketball as an im- 
portant corporate relations tool. Their 
players are former college stars who 
hold down full-time jobs with their 
companies. They’re recruited not only 
for their court skill, but for their 
promise as future oil executives. 

Vickers, for instance, retains a pro- 
fessional testing agency to evaluate 
the management potential of basket- 
ball stars hired by the company. 

Team members practice on their 
own time, after work. No extra pay is 
offered for playing. 

Says K. S. Adams about his play- 
ers, “The alert athletic employes found 
on our teams have been real assets to 
the company. Playing basketball here 
gives athletes a chance to make the 
transition from college by the means 
they best know — athletics.” 

Vickers formed its team when a 
survey by the University of Wichita 
showed that a basketball team would 
help promote “company prestige and 
good will.” The five Vickers brothers 
—all hot sports fans—were glad to 
oblige. 

Vickers, self-styled “last of the in- 
dependents,” has a 15,000-b/d_ re- 
finery at Potwin, Kans., and more than 
300 service stations. 

Oil was also represented at Denver 
by a team from Ince Oil Co., multi- 
brand jobber of Lubbock, Tex. Carl 
Ince, secretary-treasurer of the com- 
pany, is a player. Ince has had a team 
travelling in western Texas and eastern 
New Mexico for three years. 
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Automation 
Marches On 


Coin-operated self-service 
gasoline pumps are sprouting 
at British Petroleum stations 
in Sweden. They’re popular 
with drivers of motor scooters 
and other two-stroke vehicles. 
The girl at the right has just 
inserted one Krona (about 
20¢) into the pump. In re- 
turn, she'll get a blended mix- 
ture of fuel and oil for her 
cycle. 
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Merchandising Memos . 





»Hawaii’s pending entry into the 
Union has forced one marketer to 
change summer promotion plans. 
Texaco was ready to offer 49-state 
American flags at its stations. The 
prospect of a 50th state killed the 
project. Instead, the company is pre- 
paring a booklet about the history 
and traditions of the flag. It will run 
in a national magazine, like last year’s 
Touring Guide, and will also be avail- 
able at stations. 


In case you've wondered why Shell 
calls its additive “TCP” in the United 
States, and “ICA” overseas, here’s the 
explanation: 

TCP is a proprietary chemical 
term, meaning Tri-Cresyl-Phosphate. 
It’s used by all the companies in the 
Royal Dutch/Shell group. And there’s 
the rub: in Great Britain, a prime 


_ Shell market, TCP is also the trade 


name of a leading mouthwash. To 
avoid confusion, Shell labelled its 
additive “Ignition Control Additive” 
—ICA—for export sales. 


Southwest marketers will go in 
heavy for “gimmick merchandising” 
this spring and summer, an NPN spot 
check shows. 

e Arkansas Fuel will give custom- 
ers an “auto towel,” exchangeable for 
a new one when dirty. 


@ Continental Oil is testing a stain- . 


less steel tableware set as a_ self- 
liquidating premium. In addition, 
Conoco will offer its “Cadillac full of 
cash” contest again this summer. 

@ Humble is considering renewing 


its Heritage Glass sale. 


@ Kerr-McGee stations will sell a 
low-priced “bargain item” each month 
throughout the year. 

@ Most notable private brand pro- 
motion will be Site Oil’s tie-in with 
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local supermarkets. 
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company will reportedly run a cus-— 
tomer contest similar to Conoco’s, 
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New Fruehauf Safety Air Suspension 
REVOLUTIONIZES LIQUID HAULING! 


A tandem or spread axle tandem air 
ride suspension with perfect stability. 


Swayless, Lightweight, Simple, 
And Economical! 


Or a single 
: 1 axle air ride 
Simplest Trailer air ride built _ suspension, 


Most advanced air ride yet designed =e t: bas Siar chee 
Most economical air ride to maintain ‘ level. 
Much lighter than other suspensions 

Cushions perfectly loaded or unloaded 

Reduces lateral sway, increases safety 

Permits easy, positive axle alignment 

Provides utmost brake torque control 

Trails smoothly on curves and hills 

Resists wear for the Trailer’s lifetime 

Protects the tank from stress and leaks 

Provides unprecedented hauling safety 


Available with aluminum, steel, or 
stainless steel Fruehauf Tank-Trailers. 


World’s Largest Builder of Truck-Trailers 
FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue °* Detroit 32, Michigan 


SEND FULL FACTS AT ONCE, WITH NO OBLIGATION, ON 
FRUEHAUF SAFETY AIR SUSPENSION. 


EE 


Address_ 





For Forty-Five Years—More Fruehauf 
Trailers On The Road Than Any Other Make! 


Company 


City. 
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NIGHT DRIVERS passed up this half-lit station in droves .. . 


How a Jobber Boosted Station 


Ultrabright fluorescents in special reflectors give this station:and 
drive three times the light—and cut the electricity bill. Here's how 


Re weearnthe at a New England jobber’s station was 
a problem. 

Incandescents, installed when the two-bay outlet 
was remodeled in 1954, were satisfactory then. But 
with highway changes and new competition, they 
weren’t good enough three years later. 

Bill Bursaw of Bursaw Oil Co., Salem, Mass., 
could see the situation needed correction. An Esso 
jobber, Bursaw called in lighting engineers to 
make a survey, followed their suggestions and put 
in a very-high-output fluorescent system that: 

e@ Gives the station more than three times the 
light it had before. 

e@ Cuts the station’s electricity bill. 

e@ Cuts bulb replacement costs. 

e@ Has helped the dealer regain lost business 
and add new business. 


This Was Bursaw’s Problem 


The station was one of Bursaw’s key outlets. It 
was on heavily traveled four-lane Route 1A in 
Lynn, Mass. And although the outlet was located 
on a slight curve, the slow pace of traffic gave night 
drivers enough time to see the station and pull into 
the driveway. 


Lighting was considered adequate. Five 500-watt 
incandescents were used for area lighting, six 150- 


watt spotlights atop island lights illuminated the 
procelain-enamel front of the station. Each of two 
pump islands had 500-watt fluorescents. For his 
$850 investment, Bursaw had a lighting system of 
4,400 watts. 


But by 1957, it became apparent the lighting 
system wasn’t doing its job. A year earlier the 
slow-moving road was converted to a. high-speed 
highway. A center safety isle was installed. Traffic 
from the opposite side could no longer get into the 
station. Traffic on the station side now moved 
faster. Night drivers didn’t have enough advance 
notice there was a station ahead. They didn’t have 
time enough to pull over to get into the drive. 

“In effect,” Bursaw says, “the station became a 
one-way-street outlet.” The dealer’s business began 
to fall off. “He told me that 
some drivers, seeing the sta- 
tion suddenly, would slow 
down, stop past the station, 
then back into the exit to get 
to the pumps.” That pro- 
cedure didn’t satisfy Bursaw. 

There was another change 
in the area. A low-volume 
branded outlet just ahead of 
Bursaw’s station changed to 
private brand, added more 


BILL BURSAW : “et 
lights and was outshining 
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NEW LIGHTS brighten station and drive, pull motorists in 


Sales with Modern Lighting 


Bursaw’s branded outlet. Since the private brander 
was on a corner, his station was visible at night 
a good distance down the road. 


Inspections convinced Bursaw that something 
had to be done about the lights. “Drivers coming up 
the road at night at a good clip couldn’t even see 
our entrance. The area lights didn’t cover that im- 
portant spot and the light from the station sign at 
this point wasn’t bright enough,” Bursaw says. 


Bursaw came up with temporary measures. “We 
painted a big white arrow on the black-top drive 
near the entrance and added further definition 
putting white paint on the curbing on either side 
of the entrance,” he says. But this didn’t help much. 


How Bursaw Solved it 


Eventually Bursaw decided the only sure way to 
solve the problem was to install new and different 
lights. He looked at what other stations were doing 
and wasn’t impressed. He wanted a lighting system 
that would stand up longer than his 1954 instal- 
lation. 


Bursaw had definite ideas on what he wanted. 
In addition to better area lighting, he wanted his 
building illuminated to emphasize the vertical and 
horizontal lines. He wanted it done in such a way 
that would tend to hide the light’s source and kill 
all glare. “Glare,” Bursaw says, “distracts the eye.” 
His island-mounted floods did bounce plenty of 
glare off his station. 


And he wanted his station evenly bathed in light. 


He didn’t want it to wash out toward the ground. 
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Early in 1958 Bursaw called in lighting engineers, 
told them what he had in mind and asked them to 
study his station problem. Four companies took up 
the challenge. Bursaw liked the recommendations 
made by Sylvania Electric Products, Inc., of Salem. 


Sylvania suggested an all-fluorescent system with 
aluminized Mylar reflecting surfaces enclosed by 
plexiglas to keep out dust and dirt. Reflector con- 
tours would be mathematically calculated to pro- 
vide an even source of light for the station and to 
cover the dark areas of the drive and entrance. 


Facade-type lighting was recommended for the 
station building. Five 8-ft. fluorescent lamps, each 
200 watts, were installed across the front. Three 
similar units went on the highway side of the build- 
ing. Thus, 1,000 watts took care of the front of 
the station and 600 watts illuminated the side, 
which had been fairly dark before. 


Lighting was installed so that the source of light 
seems concealed. Reflectors are mounted on the 
parapet, hugging the station. “I didn’t want to have 
the lights mounted on outriggers that extend several 
feet from the building,” Bursaw says. “I would 
have got equal light distribution that way, but also 
glare.” The facade-type fixtures extend across the 
parapet about 4 in. and overhang the station about 
15 in. 


Four 8-ft. fluorescent floods buck up Bursaw’s 
area lighting. Used in pairs and set 90 deg. from 
each other, these double units are mounted on 15-ft. 
standards. One standard midway along the front 
property line covers the drive at one pump island 
and the drive in front of the station. The other 





Equipment 


(Begins on page 142) 

standard, midway along the rear property line, 
covers the drive to the second pump and the park- 
ing area around the lube bays. 

Two other 8-ft. flood units have solved Bursaw’s 
problem at the station entrance. One unit, mounted 
at an 8-ft. height, illuminates both entrances, while 
the other unit, mounted on the same pole at 15 ft., 
covers the area from the entrances to the drives 
leading to the pump islands. Bursaw was satisfied 
with the fluorescents at his islands, so no changes 
were made there. 

The new lighting adds up to 2,400 watts and 
185,000 lumens, or 66.3 lumens per watt. The 
lights he replaced came to 3,500 watts and 59,000 
lumens, or 17.35 lumens per watt. So Bursaw has 
more than three times the intensity of light than 
before with 32% fewer watts. 

New lighting set Bursaw back about $2,400. 
He expects the cost to come down on future instal- 
lations. 

Bursaw thinks the new lights are worth it. “First 
of all,” he says, “you spend a lot of money on 
porcelain enamel for a good-looking front on your 
stations. It looks good in the daytime, but at night 
it’s full of reflections if you use the type of lights we 
did.” In addition, the old lights weren’t doing the 
proper illuminating job. 

Bursaw figures the cost of lamp replacement will 
be lower with fluorescents than it was with incan- 
descents. Although a fluorescent tube runs $5.50 
against $3.50 for an incandescent bulb, the former 
lasts about seven times longer, 5,000 hours vs. 750. 
“But we usually replaced incandescents at 500 
hours,” Bursaw adds. 

Replacing all 15 fluorescent tubes every 5,000 
hours would cost Bursaw $82.50 at retail prices. 
The cost of replacing incandescents every 500 hours 
would be $17.50 or $175 for every 5,000 hours. 
The cost of labor to replace incandescents would be 
greater since more trips would be required. And 
that’s not the whole story. Incandescents, because 


they do burn hot, sometimes blow out when hit by 
rain or snow, adding to replacement costs. 


How the New System Works Out 

The new lights have cured the blackout problem 
at the station. Drivers can see the station at night, 
even at high speed, because the building and the 
driveway are properly defined by high-intensity 
light. 

The dealer has benefited. In the first five months 
the new lights were used, gasoline gallonage has 
increased 13% and motor oil sales are up about 
6%. 

Bursaw is convinced the station will do more 
new business. “On the conservative side,” Bursaw 
says, “we look for a 20% improvement.” 

During the winter, the station is open until 10 
p.m. But with warmer weather coming, the dealer 
will increase night hours to the usual summertime 
closing of midnight. The new lights, Bursaw says, 
will help pick up additional vacation touring busi- 
ness in that area. 

The dealer’s cost for his new business, as re- 
flected in his electricity bill, is going down. He’s 
getting more light from fewer watts. Bursaw esti- 
mates the dealer will save about 2242% in his 
utility bill, or about $125 a year. 

Bursaw may get some of his lighting investment 
back. “With his gallonage going up,” Bursaw says, 
“maybe the dealer will be willing to pay a little 
more rental. We haven’t talked to him about that 
yet, though.” 

The new lighting could mean an increase in Bur- 
saw’s over-all gasoline gallonage. If the investment 
in new lights at this Lynn station pays off the way 
Bursaw expects it to, he’ll look over the lighting 
systems at some of his other stations in the North 
Shore area. 

“We have about four other porcelain-enamel 
stations we think would benefit from this very-high- 
output lighting system,” he says. “Then we'll con- 
sider the other stations.” x 


NATIONAL PETROLEUM NEWS ¢ May, 1959 





now...this new brake shop on wheels 
puts you in the 


BRAKE SERVICE BUSINESS 





Brakes are one of the “Big-Profit’’ services... 
Here's the basic equipment you need to do fast, 
dependable work! 

It's AMMCO'S new Brake-Shop-On-Wheels— 
Drum Lathe, Shoe Grinder, Drum Micrometer 
and other accessories—all on rugged mobile 
bench that you can use and store anywhere. 
The Brake-Shop-On-Wheels pays for itself and 
shows a good profit too, with just one complete 
brake job a week. Easy terms. 

SEND FOR NEW BOOKLET that explains the 
terrific money-making opportunity in Brake 
Service that's waiting for you. 


it AMMCO TOOLS, INC. i 
Commonwealth Avenue, North Chicago, Illinois C* comme 
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Utility truck bodies 


. in a new series by Reading Body 
Works are especially designed for burner 
service and petroleum maintenance 
work. Maker claims removable shelves 
and tray dividers give file-box conven- 
ience in organizing tools, supplies and 
equipment to suit daily needs. 

Circle No. 1 on Reply Card 


Fill control 


. . » for canning motor oil and similar 
products has been developed by Indus- 
trial Nucleonics. Called the AccuRay 
system, fill height is measured as con- 
tainers move between long-lived gamma 
energy source and detector in measuring 
head. Said to result in products sav- 
ings, decreased downtime and package 
uniformity. Claimed to measure within 
plus or minus 1/64-in. of target fill level. 
Circle No. 2 on Reply Card 


Hose swivel 


. . . for use with aircraft fueling hoses 
or other dispensing nozzles and hose 
lines. Milwaukee Valve Model P-2830 
features a double ball race construc- 
tion with a quad ring seal said to 
revolve freely under line pressure and 
to require no lubrication. 
Circle No. 3 on Reply Card 


Pouring spout 


. stored inside can during shipment 
is key feature of Continental Can’s new 
“Hi-Stacker” design. Said to save on 
time, space, filling and shipping costs; 
eliminates need for reshipping cartons. 
Cans may be stacked, rolled and pallet- 
ized. 

Circle No. 4 on Reply Card 


Steam cleaner 


. . designed by Malsbary is a new, 
low-price unit for repair shops and 
service stations. The Handy Dandy de- 
livers 80 gal. of solution hourly at the 
same 60-100-Ib. pressure as do larger 
Malsbary steam vapor cleaners. Oil- 
fired model is caster mounted; gas-fired 
model is stationary. 

Circle No. 5 on Reply Card 


Turbo-Meter 


. . - is the name of a newly designed 
16-in. Rockwell meter. It features a 
metering rotor weighing only 4-lbs., 
built-in viscosity compensator and mag- 
netic coupling completely sealed from 
the line product. Maker claims accuracy 
of better than 15 parts in 10,000 with 
repeatability of better than one part in 
5,000 at half the cost and % the weight 
of positive displacement meters of equal 
capacity. 
Circle No. 6 on Reply Card 


Sampling bob 


. is said to permit more accurate 
and more undisturbed samples from any 
level. Johnston & Jennings’ bob is avail- 
able with clear plastic or brass cylinders 
for low and high viscosities. U-shaped 
thermometer positions bulb in center of 
cylinder. 

Circle No. 7 on Reply Card 
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Mobile blender 


. .. for dockside bunkering use is offered 
by Proportioneers. Adjusts from 90% 
residual and 10% distillate to 50% resid- 
ual and 50% distillate. Reduces need for 
extensive inventory of fuel blends, extra 
pumping, special blending tanks and re- 
lated facilities. 
Circle No. 8 on Reply Card 


Traction equalizer 


? designed by Rockwell-Standard 
Corp. for truck axles imparts a substan- 
tial increase in tractive effort to the 
wheel with the best road adhesion. Said 
to assure traction at all times and give 
better driving control on curves, slippery 
pavement and soft ground. Unit is con- 
tinually engaged and automatically ef- 
fective whenever one wheel tends to turn 
faster than the other. 
Circle No. 9 on Reply Card 


Full flow nozzle 


. Offers unlimited settings from full 
open to closed; prevents closing shock; 
prevents after-drip with anti-drain valve 
on discharge side. Scully Signal Co. 
Type B 1%-in.. is said to permit flow 
rate equal to other 14-in. nozzles. 

Circle No. 10 on Reply Card 
(Continued on next page) 
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City 





Zone Siete.._£_.__. 





| losbay vines oF 


For every size consumer- 


commercial account. 
R. L. FAUBION COMPANY 
2525 Southwest Boulevard 
Kansas City, Missouri 





NEW JERSEY 


What's New in Equipment 








OPW Valves and Fittings 
Blackmer Pumps 

Erie Pumps and Equipment 
Price Signs 

Repair Parts for 

all Pumps 


TEN HOEVE BROTHERS 


359 Mclean Blvd Paterson 3, N. J 





Tells you how an alert merchandiser can really make 
a budget plan pay off. 6 pages—$0.50. Reprint R3 


‘Gas’ Float Storage System 


A 50,000-GAL. underground gasoline 
storage system has been installed for the 
city of Detroit using the water float 
method. The equipment; installed by 
Petroleum Systems, Inc., Detroit, taps 
into the municipal water supply. 

Pressure from the water main forces 
gasoline through the dispensing hose 
to fill vehicle tanks. To guard against 
entry of water into the hose, a special 
float control that will float only on 
water cuts off the flow if water gets too 
high. 

When the storage tanks are filled, 


another float control prevents gasoline 
from flowing into the city sewer system. 
As water is discharged from the bottom 
of the tank, the second float, which 
also floats only on water, shuts down 
the flow if the level drops too low. 

Advantages claimed for the system 
are: no pumps to maintain; much less 
evaporation since tanks are always full. 
Petroleum Systems reports about 500 
water float storage systems in use, mostly 
in military establishments and industrial 
plants. 

Circle No. 11 on Reply Card 











NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQU IM STOCK 

Buckeye Valves, Tokheim Pumps, 

National Hose, ECO Tireflators 

Rectorseal Pipe Dope, Air Compressors 

Ever-Tite Quick Couplings, Pipe Prritings 











OHIO 





EQUIPMENT SALES CO. 
164 €. A St., Akron 4, Ohio 
sy emacs $-8215 


man, Goodrich, 
ne hi " rani and Gas 


Ose and a Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 
eerping tens Fs pe Wayne Pumps & Restoment, 

var Whiteway Lighting. Saylor-Beall Com 
ite ume, wl i Fy 4 and National Hose. 


211 Lincoinway West, New Oxford, Pa. 
MAdison 4-4131 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 








Oll Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd $t., New York 36, N.Y. 
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Adjustable lift 


. brought out by United States Air 
Compressor Co. has swinging, telescop- 
ing arms said to provide maximum un- 
obstructed working area. The U. S. 
Model 75 is fitted with 3-position pads 
for more freedom in working on mufflers 
and similar jobs. 


Circle No. 12 on Reply Card 





Fast fill 


. . . connection speeds up fuel oil de- 
liveries for heating oil jobbers. Made of 
lightweight weather-resistant aluminum 
alloy, Oakley & Oldfield’s device consists 
of quick-coupler fitting on end of hose 
nozzle, and adapter for tight-fill con- 
nection that fits on oil-tank fill pipe. 
Circle No. 13 on Reply Card 


Underwing nozzle 


. and hydrant valve for aircraft 
refueling is adaptable for bottom load- 
ing of tank trucks. Milwaukee Valve’s 
2%-in. Model P-2760 is equipped with 
a 100-mesh stainless steel strainer that 
can be quickly removed for cleaning 
without detaching nozzle. 


Circle No. 14 on Reply Card 


Twin pumps 


. added to Bowser Siamese Marketor 
line are said to be the smallest 48-in. 
duals in production, requiring only 16- 
in. by 20%-in. of island space. Available 
as single-product pumps and as single 
and two-product remote dispensers. 


Circle No. 15 on Reply Card 


impact wrench line 


. of Albertson & Co. has been ex- 
panded with seven new air-operated and 
five new electric models. Smallest model 
weighs 2% lbs. and delivers 95 ft.-lbs. 
of torque. Known as the Sioux brand, 
tools are said to be reaction balanced. 


Circle No. 16 on Reply Card 


Brake shoe gages 


. made by Barrett may be used for 
checking worn shoes to determine need 
for either standard or oversize lining. 
Outer surface checks drums; inner sur- 
face checks arc ground on new lining. 
Packaged in sets of three for 10-in., 
1l-in. and 12-in. standard diameters. 

Circle No. 17 on Reply Card 
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Bumper jack 


. . . is air-operated unit of 3,000-Ib. 
capacity. Weaver WA-S56 has 24-in. 
lifting stroke making saddle high point 
32% in. from low of 8% in. Air control 
valve and safety lock release operate 
with one hand. Locks at six height levels. 


Circle No. 18 on Reply Card 


Mercury vapor lamp 


. . . has been developed by Duro-Test 
Corp. with two fully operative main and 
starting electrodes. New lamp will start 
at minus 20 deg., according to manu- 
facturer, who also claims it will main- 
tain higher lumen output throughout its 
12,000-hr. life. 
Circle No. 19 on Reply Card 


Literature ... 





Centrifugal pump 


. . called the “Vapor-flo” is described 
in new flier, Form 70021. Pump is de- 
signed for flooded suction service where 
vortexing and vaporizing may develop. 
Special impeller eliminates gas binding 
and loss of prime. Ingersoll-Rand Co. 


Circle No. 20 on Reply Card 


Loading assemblies 


. . . for all petroleum handling applica- 
tions are the subject of a new 50-page 
Oilco catalog, No. 700. Book also 
describes related equipment, including 
swing joints, loading line valves, dip 
pipes, ball joints and accessories. Oil 
Equipment Mfg. Co., Inc. 
Circle No. 21 on Reply Card 


Floodlight catalog 


. . » No. 320 is a 184-page book of 14 
sections. New sections are “How to 
Select Floodlights” and “Mercury Vapor 
Floodlights.” Other sections contain 
items formerly listed plus additional new 
products. Crouse-Hinds Co. 


Circle No. 22 on Reply Card 


May, 1959 * NATIONAL PETROLEUM NEWS 


Equipment Suppliers . . . 





I 


Petelco, Inc., has produced what are 
thought to be the largest fluorescent 
fixtures ever made. They are 40-ft. dual 
island lights for Standard of Indiana 
stations on the Illinois Tollway. Each 





NOW-a better pump 


for your consumer trade 


This new Tokheim Model 86 Electric 
Power Pump is designed, built and 
priced to your consumer needs. Self- 
priming rotary vane-type pumping 
unit is powered by a 4 h.p. capacitor 
motor which starts easily on low volt- 
age often encountered in rural areas. 
Direct drive, No mechanical seals, 
belts or packing; increases efficiency. 
Pump delivers 12 gal. per minute. 


General Products Division 


fixture is composed of two rows of 8-ft. 
lumenaires with a total of 4,700 watts. 
Standing 11 ft., 6 in. high, using G.E. 
Power Groove tubes, ‘the lights give 120 
foot candles of illumination at the 
pumps. 

* 

General Electric Co. is now producing 
an improved version of its power groove 
fluorescent tube. The new design pro- 
duces 15,000 lumens at 215 watts or an 
efficiency of 70 lumens per watt. This 
compares with 13,000 lumens at 200 
watts, or 65 lumens per watt for the 
original Power Groove tubes. G.E. calcu- 
lates the improved lamp gives the user 
about a 10% lower light cost. 


e 
Tokheim Corp. has acquired a Ca- 
nadian subsidiary in Toronto, Tokheim 


Tokheim Model 86 
Electric Power Pump 


Includes removable strainer screen, 
check, by-pass and relief valves. No 
foot valve is necessary. Tokheim de- 
signed meter with easy-to-read 
counter and totalizer. Handsome, low 
contour styling, rugged baked enamel 
finish. One-year guarantee. Model 86, 
we believe, is ahead of anything in 
the field. See it! Compare it! We think 
you will agree. Write for new catalog. 


Symbol of Excellence 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 


“1650 WABASH AVENUE 


FORT WAYNE, INDIANA 





Subsidiaries: Tokheim international, A. G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., Toronto, Ontario 
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of Canada, Ltd., successor to the former 
Tokheim-Reeder of Canada, Ltd. Wilbert 
Manzer is general manager. 


* 

Morrison Bros, Co., Dubuque, Iowa, 
has purchased the Simplex Tank Gauge 
division of Viking Pump Co. Morrison 
took over manufacture and distribution 
of Simplex products on March 15. 


® 
Myers Drum Co., Oakland, Calif., 
has bought H. Levine Cooperage Co., 
Vernon, Calif. The drum reconditioning 
business of the latter firm will be con- 
tinued, operating as a division of the 
parent company. 


« 

A. O. Smith Corp. has opened a 
branch at 754 Miami Circle, N.E., 
Atlanta, Ga., to serve as area sales 
office of the Smith-Erie division, with 








FIG, 148 











service and warehouse facilities. O. E. 
Reedy is sales manager. 
€ 

Ansul Cheniical Co. will conduct a 
series of 13 fire fighting school sessions 
of 2'%2-days each starting May 18 at 
Marinette, Wis. Employes of customers 
can attend without charge, except for 
living expenses, 


Equipment People . . 





Donald F. Ball has been named mana- 
ger of Ford Division’s heavy truck sales 
department. He succeeds John F. Mc- 
Lean, Jr., now executive assistant to the 
midwestern sales manager. Ball has been 
with Ford since 1954, first as a truck 
sales engineer and later in supervisory 
posts. 


. 


FIG. 143 


FIG. 242 














Emergency Valves. 



































MORRISON BROS. COM PANY 


Bulk Plant Fire Losses can be 
minimized by the installation 
of Morrison Escapement and 


PROTECT YOUR BULK PLANT NOW. 


Details furnished on request. 


: 
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Scovell L. Fry has 
been named North- 
Central _ division 
manager for the 
Blackmer Pump 
Co. He will be in 
charge of the divi- 
sion office in Chi- 
cago which serves 
North and South 
Dakota, Nebraska, 
Iowa, Minnesota, 
Wisconsin, Illinois, 
Indiana and parts 

of Missouri and Kentucky. Fry holds an 

engineering degree from Iowa State Col- 

lege. 

e 

Harry D. Weller, 

bm has been 

named eastern re- 

gional vice presi- 


| dent for White Mo- 


tor Co. Weller 
joined White Mo- 
tor as manager of 
lease sales_ in 
Cleveland, moved 
up to manager of 
national account 
sales in New York 
City, and then to 
assistant manager of the eastern region. 
He is a member of the Society of Auto- 
motive Engineers, Empire State Trucking 
Assn., Private Shippers Council, and Ro- 
tary International. 

ca 

Michael J. McCau- 

ghey has been pro- 

moted to general 
of Tuthill Pump 

Co., Chicago. An 

engineering gradu- 

ate of Notre 

Dame, McCau- 

ghey was a sales 

engineer for Parker 

Appliance Co., and 

served as an offi- 

cer in the Seebees 
during World War 
II. He joined Tuthill in 1954 as a sales 
engineer. He was most recently mid- 
western sales manager. 
e 

Enjay Co., Inc. now has a new pres- 
ident and three new vice presidents. 

John E. Wood, III, general manager 
of the chemical products department of 
Esso Standard Oil becomes president of 
Enjay. 

Karl J. Nelson, who has headed En- 
jay’s sales department since July 1958, 
is now a vice president. He joined the 
company in 1939 as a chemical engineer. 

Harold J. Rose, head of products man- 
agement department since August 1958, 
is also a vice president. He has been 
with the company since 1942, starting as 
a research chemist at the Baton Rouge 
refinery. 

A. Donald Green, third of the new 
vice presidents, joined the company in 
1930 as a chemical engineer. He has been 
head of Enjay’s new projects department 


Weller 


McCaughey 


| since Sept. 1958. 
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Silent Service Sells No Antifreeze 


MOST EXTRA SERVICES provided 

by station operators are appreciated. 

If it’s a service done in the custom- 
er’s presence it 
speaks for itself 
—like cleaning 
the windshield, 
for example. 

But if it’s some- 
thing he can’t see, 
then you'd better 
tell him about it. 
That’s an ancient 
selling principle 

oo —one that TBA 

By Frank Sturtevant men often point 

TBA Editor out to dealers. 

They ought to go a lot further and 

say that the dealer who throws in ex- 

tra services on the sly, so to speak, 
is spinning his wheels. 

Two Prices—Right now oil market- 
ing is confronted with an object les- 
son in the form of a dual price list 
for glycol (or permanent) antifreeze. 
For the first time in history there'll 
be a suggested retail price at one level 
($3.25 gal.) and a minimum fair trade 
price at a lower level ($2.39 gal.). A 
single fair trade price of $3.25 gal. 
has been the rule in former years. 

The reason there are two prices is 


What's New in 


that service stations have not done a 
good job selling the installation serv- 
ices that go with the higher price. As 
a result, the cut-price, cash-and-carry 
outlets have been stealing an increas- 
ing share of the glycol antifreeze busi- 
ness. 

The new minimum fair trade price 
of $2.39 has been set by National 
Carbon for Prestone and probably 
will be generally followed in the oil 
industry. National Carbon hopes the 
lower fair trade price will give serv- 
ice stations more flexibility, if they 
want it, in meeting cash-and-carry 
competition. While cut prices adver- 
tised for glycol antifreeze have run 
below $2 gal., the average price is 
said to be around $2.50 gal. 

Sales Plus Service—Nobody ex- 
pects service stations to rush into the 
competition for the over-the-counter 
trade. Many car owners still want 
their antifreeze installed in the car, 
and by custom they'll go to the serv- 
ice station to have it done. The big 
question now is how best to alert deal- 
ers to the vital need for selling the 
installation service package and justi- 
fying the $3.25 gal. price. 

National Carbon is letting the in- 
dustry know that it will promote 


TBA... 





Paste cleaner 


. . . now part of the Du Pont No. 7 line 
is called White Polishing Compound. 
For cleaning weathered and chalked car 
finishes, it is said to be excellent for 
removing light scratches and stains. A 
moderately fine compound it can be 
used to prepare a finish for a final coat 
of paste wax or liquid glaze. 
Circle No. 23 on Reply Card 


Gasoline tank 


. called Cruise-Rite is offered for 
resale to outboard owners. Capacity 12- 
gal. Can be used with any outboard 
having a fuel pump and single hose fuel 
system. Intake remains in gasoline at 
all angles and during tight turns. Weight 
35 Ibs. Price $34.95. 

Circle No. 24 on Reply Card 


Battery hold-downs 


. . introduced by Crescent feature, a 
radical change in design, reducing from 
32 to 6 the average number dealers 
need to serve all cars. Said to require 
only 140 the investment and 14; the shelf 
space formerly needed, line includes two 
adjustable and four rigid types. 

Circle No. 25 on Reply Card 


Flashlight line 


. comes in five colors—red, white, 
coral, black and turquoise—designed to 
blend with present-day car and home 
decor. The Eveready All-American No. 
319 is described by National Carbon as 
a “functionally high quality flashlight 
at a budget price.” Suggested retail 
price $1.19. 

Circle No. 26 on Reply Card 


Tractor tire 


. called the Champion Ground Grip 
has been introduced by Firestone priced 
“at approximately 20% less than original 
equipment tires.” Sidewall aging and 
cracking is said to be retarded by a 
special rubber compound. Matches the 
Guide Grip front tractor tire. 

Circle No. 27 on Reply Card 


Lug-type tire 


. also has interlocking sipes said to 
give superior traction that makes tire 
suitable for both on and off highway 
service. The Armstrong Miracle S-L 
tread lugs are buttressed to prevent heel 
and toe wear from excessive lug move- 
ment. 

Circle No. 28 on Reply Card 
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“Guaranteed Five Point Service” on 
behalf of dealers who want to earn 
the full installed price. Window ban- 
ners that tie in with national adver- 
tising offer to check thermostat, hose, 
fan belt, radiator and pressure cap 

. when we install Prestone. . . .” 
An extra streamer offers a free anti- 
freeze refill if required. 

The free refill streamer is for deal- 
ers who want to give a radiator pro- 
tection guarantee. All but two of the 
major oil companies now have radi- 
ator guarantee plans, all based on a 
thorough cooling system check. 

Despite the spread of guarantee 
plans, as yet too few dealers use them. 
Otherwise National Carbon would not 
discover, in the course of a consumer 
survey, that 50% of the car owners 
who bought antifreeze from service 
stations were not aware the dealers 
did anything more than “pour it in.” 

When a dealer keeps quiet about 
those extra services, it’s more than an 
invitation to price cutters. It’s a fraud 
on the customer, too. Why does he 
pay extra for non-boiling glycol anti- 
freeze? For peace of mind, of course. 
Why not nail it down for him by tell- 
ing him his cooling system has been 
checked and it’s in good order? * 


Brake tools 


. in a selected assortment are offered 
by Raybestos in connection with three 
all-new assortments of Raybestos con- 
tour-ground lined brake shoes. The set 
of tools is said to contain all items 
needed for fast brake work on all popu- 
lar cars with 1959 34-in. shoes. 

Circle No. 29 on Reply Card 
(Continued on next page) 
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Outboard fuel 
. may be automatically blended with 


the correct amount of motor oil by 
means of a new mixer on the resale 





market called Blend-Rite. Gasoline pump 
nozzle fits into a rubber-lined conning 
tower while pouring spout in outboard 
tank delivers turbo-mixed fuel and oil. 
Circle No. 30 on Reply Card 


Carpet display 


. . . designed for the Gates line of color- 
ed front and rear car carpets has special 
heavy-duty casters on two legs to make 
it completely portable. Offered as part 
of a package including two free front 
car carpets which, when sold, will re- 
cover for the dealer the complete cost 
of the merchandiser. 
Circle No. 31 on Reply Card 


New SCULLY Type B NOZZLE 
called “OUTSTANDING” 
by leaders in the industry... 


This new Scully Nozzle* offers you: 


FASTER DELIVERIES 
the SCULLY 114” nozzle, with 
anti-drain valve, restricts flow less 
than the conventional 112” nozzle 
with anti-drain valve. 


ABSOLUTE FLOW CONTROL 


an unlimited number of control 
positions from closed to full open. 


NO AFTER-DRIP 


an exclusive SCULLY feature, the 
anti-drain valve is located on the 
discharge side of the nozzle and 
eliminates nozzle drip. 


NO UNCONTROLLED SHOCK PRESSURE 
' the SCULLY Type B nozzle closes 
easily and safely, even at high 
pumping speeds. 


LIGHTWEIGHT — COMPACT DESIGN 


the SCULLY Nozzle weighs only 
3% Ibs. and has no awkward trig- 
ger guard to break or catch on 
objects. 


EASE OF REPAIR 


seat can be replaced in 5 minutes 
or less, other parts just as quickly. 


Data page SN 159 
gives complete infor- 
mation and specifica- 
tions. Ask for your 
copy. Write to: 


*PATS. PENDING 


SCULLY SIGNAL COMPANY 
) 174 Green Street - Melrose 76, Massachusetts 


IN CANADA: E. S, Gallagher Sales, Ltd, — 10 Hafis Road, Toronto, Ontario 


(To obtain more data on advertised products see page 146) 


Tire kit 


. combines all required tools and 
materials for both tube and _ tubeless 
repairs in a single handy, sturdy pack- 
age. The Schrader No. 5072 All-Service 
kit contains generous selection of self- 
vulcanizing patches; cleaning solution; 
self-vulcanizing fluid; wire buffing brush; 
insertion tool; skiving knife; and stitcher 
with knurled-edge wheel. Complete kit 
with materials makes $140 worth of 
repairs, costs $15.95. 

Circle No. 32 on Reply Card 


Truck headlamps 


. featuring an improved beam pat- 
tern have been added to the Westing- 
house line. The manufacturer claims 
new design gives nearly twice the bright- 
ness of former headlamps on the lower 
beam. As a result, says Westinghouse, 
existing two-headlamp trucks can get a 
quality of lighting that approaches four- 
headlamp level. 

Circle No. 33 on Reply Card 


Servicing guide 


. is the 1959 edition covering auto- 
motive lamps and flashers, issued by 
Tung-Sol Electric, Inc., Newark, N.J. 
In addition to specifications for domestic 
and foreign cars and trucks from 1946 
through 1949, the new edition has been 
expanded to include installation and 
aiming of the new Vision-Aid headlamps. 

Circle No. 34 on Reply Card 


TBA Suppliers .. . 








Continental Oil Co. is going after the 
brake fluid bus:.ess with a new private 
brand line in 12-0z. and one- and five- 
gal. cans. Only a single heavy-duty 
grade will be offered. 

® 

Dayton Rubber Co. has a new branch 
office and warehouse in Portland, Ore., 
and will expand its sales force in the 
district, A modern electric retread plant 
is a feature of the new branch. 


* 

Gates Rubber Co. is building a $9- 
million tire plant in Nashville, Tenn. 
Gates now sells tires, V-belts, hose and 
related products in all states. The new 
plant will save freight costs. 


& 
In the course of Dow Chemical’s 
spring drain-out program, dealers will 
be urged to recommend cooling system 
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These Libbey items build traffic-and - 
repeat customers-at low cost to you 


Here are two red-hot traffic builders in Libbey Safedge® Glass- 
ware, to help you bring in new customers—and bring them back! 
Yet the low cost of this terrific promotion will amaze you. 


The Aqua Swirl and Smoke 9%-0z. beverage glasses offer the 
colors and luxury look so increasingly popular with today’s host- 
esses. They're nationally advertised Libbey Safedge Glassware. 


Because glassware is always needed and wanted, these items 
will attract customers eager to accept your gift. And it’s easy to 
serve them. The glasses come packed six dozen to a case, and each 
case contains 18 four-pack tray carriers, folded flat. Just flip up 
the tray carrier, insert the four glasses, and you’ve got another 
satisfied customer. 

For complete information on the many ways possible to build 
traffic and sales with Libbey glassware, see your Libbey Premium 
Specialist, or write to Premium Department, Libbey Glass, Divi- 
sion of Owens-Illinois, Toledo 1, Ohio. 


LIBBEY SAFEDGE GLASSWARE | Owens-ILLINoIs 


AN (i) PRODUCT 


GENERAL OFFICES - TOLEDO 1, OHIO 
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service. Car owners welcome advice, 
according to a Dow study called “What 
Do Customers Feel About Product 
Pushing?” 

e 


Champion Spark Plug’s new mer- 
chandising campaign, called “One Plug 
Check,” tells dealers that a look at one 
plug shows the condition of all. The 
firing end of a plug when fitted into 
notches in a reference card shows the 
dealer at once the cause of any plug 
trouble. 


TBA People .. . 


Gerard W. 
Brooks has been 
named #6 the new- 
ly created post of 
director of mar- 
keting for the tire 
division of United 
States Rubber Co. 
He was formerly 
president of South 
Bend Tackle Co., 
Inc. Before his 
association with 
South Bend Tack- 
le, Brooks was merchandising manager 
of the Tatham-Laird advertising agency 
in Chicago, and prior to that was with 
E. J. Brach & Sons, Chicago candy man- 
ufacturer, 





Malcolm Me- 
Loud has joined 
Evans Products 
Co., Plymouth, 
Mich., as__ sales 
manager for bat- 
tery separators. 
Iie was previously 
assistant sales 
manager for bat- 
tery separators for 
U. S. Rubber Co., 
and before that 
was sales engineer 
in the mechanical goods division. Mc- 
Loud was also at one time a sales 
engineer for Yale & Towne. He is a 
member of the Society of Automotive 
Engineers and the Electrochemical So- 
ciety. 


McLoud 


e 
Speakers at the central section TBA 
meeting at the Chase Hotel in St. Louis, 
April 30-May 1, include: J. J. Nemeth, 
Conoco; J. B. Lightburn, Purolator; R. 
M. Harris, Westinghouse; A. E. Tongue, 
Olin Mathieson; L. L. Owens, Lion Oil; 
H. L. Danziger, Hollingshead; Leonard 
C. Rowe, General Motors. 
© 
Jerrold Snett is new sales manager of 
the Flare division of Bell Co., Inc., Chi- 
cago manufacturer of automotive chemi- 
cals, Snett was formerly manager of the 
Miracle Power division of A. P. Parts 
Corp., Toledo. 





Frank Wesley has been as- 
signed~to the Akt district of Enjay 
Co. as technical sales representative for 
butyl rubber. He'll be located at 11 S. 
Portage Path. Turner has served as 
sales administrator for nuclear compon- 
ent pressure vessels, legal advisor, re- 
search and development contract ad- 
ministrator for the Scientific and Pro- 
fessional Personnel Program of the U.S. 


Army. Ps 


Cc. O. Wanvig, 

Sr., 68, chairman 

of the board of 

Globe-Union, Inc. 

died on March 18. 

He had not re- 

turned to any of 

his active duties 

after undergoing 

major surgery late 

last year. In May 

of last year he 

relinquished the 

presidency of 

Globe-Union to his son, Chester O. 
Wanvig, Jr. ‘ 


Paul Weeks Litchfield, 83, former 
president and chairman of Goodyear 
Tire & Rubber Co., died Mar. 18 in 
Phoenix, Ariz. Death was caused by an 
embolism following an operation on 
March 12. He had been with Goodyear 
58 years, starting as production super- 
intendent in 1900. 





She Sroud Leoh of Cally 


Wherever you go, you'll always find that clean 
stations with neat, efficient service personnel 
always attract more customers. That’s why it 
pays to invest in good appearance — the kind 
that service station men will always have in a 
Riverside Masterbilt, the world’s finest business 


TROPICAL WEAVE DACRON-VISCOSE 
Here’s a real man’s uniform, combining rugged 


uniform! 


val 


wo 


,. MASTERBILT 


axe 
ANY; 


Se) 


b@ 5 ee 


durability with cool summer comfort and good 


looks! Dacron-Viscose trousers and ski-style 


cap teamed with crisp cotton poplin shirt. Dress 
trouser styling with smart front pleats, in a 
fabric that sheds wrinkles, holds creases, and is 


home-washable (with light ironing) or may be 


dry-cleaned. 


(To obtain more data on advertised products see page 146) 


RIVERSIDE 


Business Uniforms 


Riverside Manufacturing Company 


Moultrie, Georgia 
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1D) Di we 1 OO) & 
NEWSLETTER 


BY DONALD MacDONALD 


& American Motors will substitute 
lube-free nylon bushings at eight 
points in the steering linkage formerly 
serviced with lube fittings. Initially, 
the change will be restricted to V-8 
Ramblers until 1960. 

The new bushings will eliminate 
about three-fourths of the total num- 
ber of grease fittings, the exact num- 
ber depending upon model and trans- 
mission option. Complete elimination 
for this make is doubtful unless major 
design changes are made to reduce the 
present high loads on the control arms. 


®& The “Superba”—Checker Cab 
Manufacturing Co.’s much-postponed 
seven-passenger family sedan—made 
its debut at New York’s International 
Auto Show in April. President Morris 
Markin says that the delay was caused 
by a backlog of orders for cabs. 


& GM’s Detroit transmission division 
is busy tooling for a redesigned hydra- 
matic that will bow on 1960 Pontiacs, 
Oldsmobiles and Cadillacs. Most in- 
teresting feature is a case designed to 
be mounted either in the orthodox 
front position or at the rear, adjacent 
to the differential. 

The latter option means the rumored 
“trans-axle’” may be close to reality. 
However, indications are that it will 
not be available on 1960 models. The 
case is the single item in a trans- 
mission requiring the most costly tool- 
ing changes. This new adaptability 
means that a change to trans-axle can 
be made with minimum delay. It 
would also be possible to offer an 
orthodox mounting on station wagon 
models. Trans-axle bulk can be hidden 
in the trunk of sedans, but it would 
disrupt the flat rear floor space of 
wagons. 


> First real confirmation that Chrys- 
ler Corp. is switching to unitized body 
construction in its 1960 models means 
bad news for 2,400 workers in Detroit. 
Midland-Ross Co., a principle frame 
supplier to Chrysler, has already an- 
nounced it will close its plant here in 
July for lack of a customer. 


> It’s well-known that each of the 
Big Three is committed to a compact 
car in 1960. However, this bandwagon 
has now grown to such proportions 
that top-level thinking envisions a 
variety of designs for each division 
within these companies—except per- 
haps Cadillac, Lincoln, and Imperial— 
by 1961. 


FIVE 


INTERCHANGEABLE 
HELICAL GEAR 
REDUCTIONS ON 


You have a wide range of speeds, with these new Viking heavy duty 
pumps, because of the five, easily interchanged helical gear reduc- 
tions. By changing gear reductions, you can handle liquids ranging in 
viscosity from Bunker C to gasoline. 


New reductions also make pumps narrower and lower—able to fit 
into smaller space. Gears run in oil. Reducing unit is mounted sep- 
arately . . . not supported on pump or motor shaft. 


For full information on this new, compact unit, write for 
bulletin $P-488R. 








vonc- LA) VIKING PUMP COMPANY 


the leader, Cedar Falls, lowa, USA. In Canada, it’s “ROTO-KING” pumps 
not a follower, 
in Rotory Pumps See Our Exhibit, Booth 57, California Building MAY 14-23. 1959 
Tulsa, Oklahoma 
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Management 





How Sound Is Your Business? 


(Begins on page 12!) 
Advertising and 


Sales Promotion— 
This was.considered a separate function, 
although 3t’s part of selling. It includes 
such things as giveaways and newspaper 
and radio ads. This usually represents a 
relatively small outlay, averaging about 
0.02¢ to 0.03¢ a gal. of petroleum product 
throughput. 

Management Function—This covers 
running the entire operation. The main 
expense is usually the time of the indirect 
marketer, priced out at what he would 
have to pay someone else to manage the 
entire activity if he were away—say, on 
a year’s vacation. 


Also included under this heading are 


expense items that can’t readily be allo- 
cated to other functions. 

GP found that the management func- 
tion often included rather high travel 
expenses——other than those chargeable to 
calling prospects and customers. 

“Sometimes the travel expenses were 
in connection with trips to other cities on 
community affairs,” says Roy. “While 
these expenses were deductible for tax 
purposes, it’s questionable whether they 
should be allocated to the distributorship 
or agency.” ; 

A good deal of the indirect marketer’s 
thinking on the subject of expenses was 
found to be slanted to tax purposes. 
Finding this, GP always took the oppor- 





ae P 
a ee 
= ee 





Without Fusible Link 


eee 
f steben aati. 4 
———— S| 


ae 
7 ea | 


‘ 


r 
i = | 
as 
{ 
u 


‘ 
F 
i 


IMPACT SAFETY 
CHECK VALVE 
with fusible link 


Whatever 
the local 
regulations... 





HERE’S SURE PROTECTION 


for remote control 


Tokheim’s line-up of Impact Safety 
Check Valves provides just the 
protection you need in case of 
pedestal collision —in case of fire. 
A model for every state regulation 
—every installation. 

Series 1098 snaps shut on 100- 
Ib. blow to dispensing pedestal. 
Pendant disengages from poppet 


General Products Division 


pumping systems! 


stem; valve closes instantly. Series 
1099 has, in addition, a fusible link 
which melts at 160°—triggers valve 
shut; stops product flow. Cover 
plates are interchangeable to con- 
vert one valve to another. All are 
externally tamperproof .. . have 
threaded or Dresser ends...114"” or 
2” sizes. Write for literature today. 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1680 WABASH AVENUE, FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (international) A. G., 
Lucerne, Switzerland; GenPro Inc,, Shelbyville, indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 
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tunity to discuss the value of figures for 
control purposes, for giving the indirect 
marketer a real picture of how he’s doing. 
” Breakdown by Class-of-Trade — The 
next step was to break these functional 
costs down between reseller and other 
business as a step toward determining 
the profitability of each of the major 
phases of the operation. 

This was worked out by talking through 
with the independent marketer the use of 
personnel and equipment for each 
function. 

When necessary, the drivers and other 
employes were asked how they spent 
their time on different functions. Or the 
team made calculations of the time re- 
quired to deliver to different types of 
customers, taking into consideration such 
things as number of stations, storage 
capacity, truck capacity, distances trav- 
elled, types of roads used, and throughput 
record, 


How Much Profit? 


GP believes a fair reward to the in- 
direct marketer is made up of two things: 

e@ The equivalent of compensation the 
indirect marketer earns by doing the 
work himself rather than hiring someone 
else. 


e A return on what he has invested in 
the business. This is figured on either a 
net worth basis or so-called “gross invest- 
ment” basis: that is, what someone would 
have to pay to buy up the business 
tomorrow. 

“It’s interesting to note, time after 
time,” says Roy, “how the indirect mar- 
keter’s investment—a readily liquid in- 
vestment in the first place—has a bail-out 
of two to three years.” 

Out of the first 76 branch evaluations 
made, GP decided additional margins 
weren't justified in 66. But there was still 
other assistance GP could give to help 
the indirect marketer reach his profit 
objective: 

e Help set up a schedule for serving 
farm trade. 

e Work out a scheme in a marginal 
TBA area for having a distributor in an 
adjoining branch serve the few service 
stations on an override basis. 

e Suggest a way for utilizing selling 
personnel to get more pin-pointed sales 
coverage. 

e Set up procedures for gaging and 
loading so as to reduce unexplainable 
losses. 

e Work with public accountants to 
set up a simplified workable accounting 
system. 

“As a result of this team evaluation, 
it was possible in almost every instance 
to show the distributor how to increase 
the effectiveness of his operation,” says 
Roy. 

“At the same time, each district sales 
manager obtained a better insight into 
distributors’ problems and thus improved 
his ability to give them helpful counsel.” 

& 
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Tires—Batteries—Accessories 








CHOOSE REDA PUMPS 
FOR YOUR AIRCRAFT 
REFUELING SYSTEMS! 


on 


NEW CHAIRMAN of western TBA group is Jack Hall (left), Dougias Oil. Grant L. | VISCOUNT refuels at Tulsa Municipal 
Dusto, Richfield, says you’ve got to put the sales clincher in the dealer’s mouth | 


TBA: Sales for the Asking 


Safety and mileage are ready-made TBA buying 
appeals—use them, say TBA conference speakers 


CAR OWNERS will buy many TBA 
products without any persuasion. Just 
a simple reminder about safety or 
mileage gets the order. Among exam- 
ples cited at the Santa Barbara, Calif. 
TBA conference are these: 

e Three out of four cars on the 
highway today need additional brake 
fluid to be really safe, says A. E. 
Tongue, sales manager, Olin-Mathie- 
son Chemical Co. “I’ve never yet had 
a service station operator ask me if 
he could check the master cylinder,” 
he adds, “and yet it would be one of 
the easiest sales he ever made.” 

There’s money in it, too. A gallon 
yields about 20 fills at a profit of at 
least 75¢ each, for a total of $15, 
Tongue says. 

e Owners also prefer to ride on 
safe tires, points out W. F. Hinder- 
scheid, vice president, Lee Rubber & 
Tire Corp., but they can’t know about 
unsafe tires unless some one tells them. 
He cites an inspection of 36,000 cars 
that showed 42% with either smooth 
treads, cuts and bruises, sidewall 
breaks or other hazardous conditions. 

e And safety demands that a new 
valve be sold with every new or re- 
tread tubeless tire, says D. A. Jones 
of A. Schrader’s Son. “The life-span 
of any tubeless valve is that of only 
one given tire, not two or more.” 

e Night driving can be made much 
safer with the new, improved head- 
lamps, says R. M. Harris of West- 
inghouse. There’s a ready replacement 
market here now for any dealer who 
will use the manufacturer’s point-of- 
sale material and make the simple 
statement: “Let me put in a new head- 
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lamp that will double your nighttime 
visibility.” 

e The public is pre-sold on the 
10,000-mile spark plug change and 
the 5,000-mile filter change, asserts 
Thomas J. King, vice president, D. P. 
Brother & Co. All the dealer has to 
do is remind the motorist that his 
plugs have gone 10,000 miles and that 
new ones will pay for themselves. 

The same story sells a new filter 
cartridge at 5,000 miles, says King. 
With profit running about 44¢ per 
plug and $1.15 per filter element, the 
sale of a set of plugs and two elements 
every 10,000 miles yields a total of 
$5.82. 

e Dealers can use education on 
simple points, says W. E. Anderson, 
Globe-Union. He cites the amazing 
number of batteries that come back 
with polarity reversed. “Many dealers 
do not know the difference between 
a positive and negative post,” he adds, 
“or at least they are not sure which 
goes where.” 

e There’s an important missing 
link, says Grant L. Dusto, manager of 
TBA sales, Richfield Oil Corp. Many 
dealers, even after they determine a 
customers needs, fail to get the order 
because they don’t know how. to ask 
for it. It’s up to oil marketers and 
TBA suppliers to put the words in the 
dealer’s mouth, Dusto says. 

Some 250 TBA men turned out for 
the Santa Barbara conclave. Chair- 
man W. P. Thoreson, Signal Oil, con- 
cluded the sessions by turning over 
the gavel to next year’s western divi- 
sion chairman, Jack Hall, Douglas Oil 
Co. 





Airport using Reda Jet-Fuel Submer- 
gible Pumps. 


REDA Jet-Fuel Submergible Pumps 
Give These Important Advantages: 


e@ Underground Installation — no 
surface structures. 


No Explosion Hazards — U/L 
approved models. 


No Stuffing Boxes To Leak — 
motor & pump in one unit. 


High Volume at Required Oper- 
ating Heads — Models from 
1 to 150 HP — capacities 
to over 1000 GPM. 


For single or double hydrant 
systems, tank truck and test 
stand refueling systems. 


Illustrated is a typical Under- 
ground Storage and Hydrant 
Refueling System with Reda 
Jet-Fuel Submergible Pumps, 
used by Continental Air 
Lines. This system uses two 
storage tanks and two Reda 
pumps feeding into a filter 
and hydrant refueling sys- 
tem. It bas proved to be 
less expensive in both instal- 
lation and maintenance than 
a conventional tender system 
would have been. 











Contact Reda Teday For Submergible Pumps 
Especially Designed To Meet The Exacting Re- 
quirements Of Aircraft Refueling Systems. 


(To obtain more data on advertised products see page 146) 
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This new loader combines long 
range with great flexibility and 
economy. Its 11 foot extension 
gives 20 foot range between 
manhole covers. During load- 
ing, assembly remains in tank 
manhole without being held 
down; when loading is com- 
pleted, pre-set spring balance 
carries assembly to any desired 


Wheaton Type 682 
Spring Balance 
Loading Assembly 





One of these 


Wheaton 


Wheaton 
Type 680 
Spring Balance 
Loading 
Assembly 


aie oe aes HE a 


An economical, fast-loading 
assembly that is outstanding 
in shockless, flexible, easy 
operation. Single spring 
balance holds the assembly 
in operating position when 
sliding tube is extended. 
When loading is completed, 
sliding tube is collapsed and 
pre-set spring carries the 


angle from 10° to vertical. Does 


assembly to any desired 
not require a sliding tube. 


angle from 10° to vertical. 


Loaders 


will exactly 
fill your needs 


NEW 
Wheaton Type 682-B 
Spring Balance 
Loading Assembly 


Wheaton Type 683 
Spring Balance 
Loading 

Assembly 
This new loader tops them all in 
range. Its 17 foot extension gives 32 
foot range between manhole covers, 
‘ and does not require a sliding tube. 
Boom holds primary arm, providing 
great strength and flexibility. Em- 
bodies the same single spring balance , 


a feature as Type 682. ; This loader has the same features 


| ~~ d and equipment as Type 680, but 








the mounting is inverted. It is 
designed especially for mounting 
directly from overhead tanks or 
overhead piping, and is ideal for 
smaller bulk plants. 
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Type 641 Spring Balance 


| assures great flexibility and balance 


Both the main counterbalance torsion spring and 
the snubber spring are made of the finest selected 
S.A.E. 1065 tempered M.B. spring material, and 
in a recent independent laboratory test this unit 
was subjected to a three week actuation test of 
approximately 18,000 - 120° movements, with no 


adjustments required for loss of spring life. This 
Wheaton feature is one of the most important 
developments in loading equipment—and one of 
the reasons why these precision loaders offer you 
so much more for your equipment dollars. Send 
for Catalog No. 65, which describes the full line. 


Available in brass, aluminum and steel, for petroleum, chemical and petrochemical speci- 
fications. 2", 242", 3" and 4” sizes; Teflon, Viton and all synthetic packings available. 


WHEATON BRASS WORKS, UNION, N. J. 
Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany 


=» Vheaton 


the best by every standard 
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Late Spring Brings Problems 


he yeni HAS BEEN aa little late this year. That’s fine for the heating oil busi- 
ness, but early strengthening in the gasoline market has not been entirely on 
solid ground, mandatory imports controls notwithstanding. At mid-April, refiners 
saw gasoline fast approaching the critical point where high stocks and high crude runs 
could undermine the favorable price picture. 

Gasoline quotations at the Gulf have reflected one advance thus far, and consumer 
and dealer prices were increased in depressed areas in the East. But some cutbacks, 
under force of competition, have taken place at the dealer level. And” downward 
pressure is strong on retail prices in many large cities, such as Boston and Providence. 

Wholesale gasoline prices in the Midwest the middle of April were substantially 
higher than they were a year ago. Refiners, however, said they foresee a renewal of 
price-selling as soon as jobbers begin their big-volume shopping. But opposed to 
this, some others feel imports controls will force Gulf refiners to raise their sights 
on upstream netbacks. 

Retail gasoline markets in the Midwest during this winter-to-summer transition 
period have been more free from price cutting than in years, with the exception of 
the usually stable Chicago area. “Normal” prices have returned to Minneapolis, 
Detroit, Kansas City, St. Louis, and Indianapolis after months or even years of price 
disturbances. But some fear that open discounts and giveaways worth 5¢ gal. in the 
Windy City may signal an all-out summer price war. 





MARKET 


@ What Will Summer-fill Programs Include? 


Interest in distillate fuels is centered on the question of what kind of price con- 
cessions suppliers will give to sweeten summer sales. In Chicago, where for the first 
time majors have been pricing their branded product on par with private-brand fuel 
oil, suppliers are looking to announcements of summer-fill programs for a clue to 
whether a differential will reappear. Consensus is that majors are concerned over 
inroads made by private-branders, and are determined to regain what they feel is 
their rightful share of the market. In Great Lakes Pipe Line marketing territory, 
most brands are held for prices 0.25¢ higher than unbranded product. 

Outlook for May holds strong possibility of further distillate price reductions in 
the East, and jobbers are buying accordingly. Feeling is that May will bring with it 
another distillate price cut ranging up to 0.5¢ gal. 


@ Residual Appeals Pour In 


As expected, the number of appeals to Oil Import Appeals Board for relief on heavy 
fuel imports resembles the attendance tally on opening day at the ball park. But 
indications are that supplies will be ample, at least during the slack demand season 
now at hand. Betting is against any price cuts along the Gulf and Atlantic Coasts. 

But in the Midcontinent refiners are not so optimistic. Although residual prices 
are 60¢ to 70¢ bbl. above last May, and Chicago quotations are roughly 1¢ gal. 
higher than a year ago, refiners generally seem resigned to the bottom falling out of 
the heavy oil market in mid-summer. Reason is that with or without a steel strike, a 
slump in steel production in the third quarter is inevitable. The steel industry’s high 








Z 








production rate of the past few months to build inventories has kept residual de- 
mand high and prices up. But trimmed down stocks coupled with a good asphalt 
demand may cushion black oil’s fall. 
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Caliper test shows effect 
of aging and prolonged 
compression of rubber 
covered valve squeezed in 
rim hole. Sealing area di- 
ameter of old used vaive 
is definitely smaller, has 
taken a “set” and is no 
longer dependable. 


...and tell your customers why! 


For full built-in mileage over the entire life of the tire, the valve should be as new as the tire. Here’s why: 


¢ Tire Valves are built to outlast the finest tires . . . not two ¢ Tubeless tire valves are subject to everyday abuse. Heat, 
or three. cold, ozone are their enemies. 


© Age of rubber affects elasticity. When rubber remains com- ° Though water test may show original valve doesn’t leak 


pressed for long periods of time, it loses elasticity. uae out, it may leak before replacement tire gives 


e Removing tubeless valves tears the seating surface, and 


e New valves are worth many times their cost in safety 
weakens sealing quality. 


insurance. 


Be sure you have the fresh Schrader Valves you need to match your tire stocks 
-and put them in every new tire you mount. Order from your supplier. 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 
FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


(To obtain more data on advertised products see page 146) 


oe divisionof SBCOVILL 
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PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


12.0 REGULAR GRADE 


REGULAR GRADE 
11.0 
10.0 


9.0 NO. 2 FUEL 


8.0 COASTAL CRUDE 
. 30 GRAV. LOW COLD 


CENTS PER GALLON 
CENTS PER GALLON 


6.0 


5.0 5.0 


NO. 6 FUEL 
4 4.0 


3.0 3.0 


a a ae JFMAMJJASOND YEAR 31 33 535 W JFMAMJJASOND 
1959 1959 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 


4.60 
4.40 
4.20 
4.00 


FOUR PRODUCTS 
3.80 


DOLLARS PER BARREL 
DOLLARS PER BARREL 


1.40 


1.20 
et Eee ‘ 

SPREAD: PRODUCTS SPREAD: PRODUCTS 
80 lover cruve | [| py tt OVER CRUDE 


+ 


YEAR 51 53 55 57 JFMAMJJASOND Ss) SS. 55 & JFMAMJJASOND 
1959 1959 








Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 











All prices are lied by Platt’s Oilgram Price Service, NPN’ - 
ee i st Ra 
previews lletiag: ees er +4 @ arrow. Prices as ot April 16. Last 


0. 2 fu Minneapolis/St. Paul, Minn. 
m. & New Mex. Shpt.) Diesel oil, Range oil, No, 1..11.68-12.8 
. 15.625-15.75 2 fuel, 10.93-12 
"14: 875-155 
118.25-13.75 
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Motor Gasoline 
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13.24-15.7 

- 18.6 i Buffalo, N. Y. 
15.1 . Kerosine (a) 


Charleston, 8. C. 

97 oct. prem 13.65W-14.65 
13.65 -14.65 
11.65W-12.65 (a) Bes a cas ates io Oh oo 


11.65W-12.65 beng mercial consumers are 0.15¢ higher 


Chicago, Ii. 
99 oct, prem.....14.5 93 oct. reg. Charteoton, 8 $.¢. 


98 oct. prem 14.25 1 
97 oct. prem 13-784 way .» -14.75-15 
92 oct. prem 12. 125-12. 25 93 oct. reg.......13.25 
91 oct. reg....... 12 
89 oct. reg 11.75 Ohio—Quotations by Sohio for 
delivery to Ohio points . kers 
15-15.5 90 oct. reg 13.6 ,- y New York Harbor 
13-1325 chigan Ray . Kerosine, No. 1.. 
bicue _do barges..... 
. - 15.45-16.25 - c No. 2 fuel 
15.2 ; x kers . do barges...... 


Diesel oil, shore 


Chicago, Il. ater 
1..11W-12.85 . 4 fuel. . .$3.46-4. 16 
oy al = 10.25W-11.85 . -$3.43-4.08V 
8 oak prem No. 5 fuel, low . $2 
Fla. git ae Tae R 
97 oct. prem... . .15.4 84 oct. reg 65-12. pe" Eee os 
00 oct. reg.. sonnets Tank Car: Ro 6 fuel, low 
Minneapolis-St. 7 . - ar i gicg 9 H 
0. ‘ue! ig! o. ode 
sulfur........... 7.65-7.75 ..- .$2.62-2.70 


Cleveland, Ohio $4.52 
Tank Truck inca . 5 fi 9.6 Hi : i $4.23 


98 oct. prem ; : 
88 oct. reg 17.8-17.9 *Delivered Gleveiand 93.39-2.48 
San Francisco District Corpus Christi, Tex. ai 
Tank Truck (400 gal. or more) = fuel, no $2.13 Norfolk, Va. 

21.8-22.8 ° r Kerosine, No. 1. .11.2Y 
88 oct. reg 18.3-18.4 , No. 2 fuel 10.7 

— oil, shore 
11.1V 


Diesel oil........12.25 50 
17.3 AE ‘ .12.25-12.75 ml $2.44 
Mies Distillates & Fuels tari ay 
verglades, Fla. . . Hi Diesel 
97 oct. “3 H $4.23 
prem.....14.8-16.4 


00 oot. reg 12.8-13.4 Gulf Coast Cargoes tis 
- 9 ~10. 37. ; . 

Savannah, Ga. ag ee it “30.378 .10.75-11, 128 

53-57 d.i. gas oil.. .9.75 

48-52 d.i. gas oil..9. Hd 

43-47 d.i. oil..9.5 

Bunker C fuel. . 

Bunker C fuel - 

max 1% sulf $2. 25-2.35 if. ’ Phitadelphia, Pa. 

Albany, N. Y. do barges. 10 Kerosine, No. 1. . 


Wilmington, N.C. Kerosine, No. 1,.11.4¥ 

97 oct. + meee { ls... 10.90 

95 oct. prem. i i 

90 oct. reg 1 : ; 11.3v 

87 oct. reg ‘ No. $3.66-4.41V 
Okla. (Okla. Shpt.) . " 

99 oct. prem 7 if. $2.55 

89 oct. reg ; Baltimore, Md. 


Okla. Group 3 Northern Sh t. Kerosine, No. 1. .11.2W 
99 oct. a ‘ 15- wt.) barges......10.95W 
89 oct. reg... 922- 12:8 


N. Tex. (Tex. & io bry —drey 


1113.4-14.15 





Bunker 
bunkers.........$2.42 





do 
No. § 
do 
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7. . 
Key Crude Oil Prices (As of Aprit 15) 
United States 
California 
WU OO TE ic piscceccecccncvcccosssecsées ceed $3.23 
uae Lt sant add td Diicadsdveveancces qnaaeus 2.79-2.83 
wan oom SMa da ie ince harocedsssvicvat 2.77-2.97 
a Dakeote, 96 Graig. cs. ccccccccnecccccccscecse 2.62-2.87 
és Seadiend, Pilih atetabsiilshks bikes Adebdins Sveoseodanees 4.15 
nai 
A 
La -a ie tank ons atetuesntductiedcerekiagiceesseue 2.38 
lenezue 
weer heavy, FOB Las Piedras, flat.............. 1 .73-1.90 
Persian Gulf, FOB Ras Tanura 
Arabian, 34 scans daudutbvndshdenescuehs saeoes 1.89-1.90 
Fla. 58 & above d.i. 
oe 0. " .11.65-11.9 BE sue ken oot 10.375W-10.75V 
No. 2 fuel....... 11.4-11.7 No. 1 fuel....... 10.25V- 10.5¥ 
Diesel oil, No. 2 fuel. ...... 9.5V-9.75V 
Sey ASeryern 11.4-11,7 No. 6 fuel....... $1.80V-2.00 
jae 6 fuel, no $2.4 He (Tex. & New Mex. shpt.) 
FOURS pa cons : w.w. 
do barges. ..... $2.40 kerosine......... 10.5-11.25 
Light . 914 58 & above d.i 
oy, ele ’ EEE 10.5-11 
ad ° $2.40 No. 6 fuel....... $1.95-2.50 
iin : W. Tex. (Tex. & New Mex. shpt.) 
Kerosine, No. 1. 1.4v to tig 11-11.25 
No. 2 fuel....... 10 9 B88 above dic” 2 
ae oil, shore De dude 
Oe 3v No. | fuel....... 10.25-11 
. "6 fue, no a5 No. 2 fuel....... 10 
bay A ae besa sees oe No. 6 fuel. ...... $2.60 
Bunker C, ‘ E. Tex. (Truck transport lots) 
oS $2.46 42-44 w.w. 
Providence, R. I. kerosine. .... ++-10.5-11.1 
Kerosine, No. 1,.11.3 58 & _ ai. 9.75-10.5 
No.2 fuel. ---..-10.8 No. 6 fuel. ......$2.00-2. 
ee uu Cent. W. - (Truck Transport lots) 
0. 5 roe 42-44 w.w 
* a 58 & a .. di. 
dobarees......8246 | |||§ Dieael......---.. 10.75 
No. 6 fuel, No. 6 fuel. ...... $2.60 
1% sul Kansas (For Kans. destinations only) 
4 42-44 w.w. 
Bunker kerosine........ 11.125 4-11.54 
bunkers * Ss ghove i. 
ae” lk. a 0.75 
Kerosine, No. 1 58% above dit 
No. 2 fuel 7 Pen oneneuts gee 
i, ; 0. UCL. weeess 
a Oe No. 2 fuel. ...... 10-10.25 
es fuel No. 5 fuel....... $1.7 
No. 6 fuel, no No. 6 fuel. ...... $2.00-2.10 
sulf. Ark. (For shpt. to Ark. & La.) 
do 42-44 w.w. 
Light Diesel, kerosine........- 11.625 
bunkers. . Tractor fuel. ..... 11.75 
Heavy Diesel, 2 & below 
kers Rts sietelés 0.5V 
Bunker 58 & above d.i 
bunkers D as asaanat 10 suv 
Tampa, Fla. 0. 2 fuel....... 10 
} nnn No. 1. .11.55-11.8 No. 4 fuel. ...... $2.75 
No. 2 fuel....... 11.3-11.6 No. 5 fuel....... 55 
Diesel oil, shore No. 6 fuel. ...... $2.40 
Dh asicicles> 11.3-11.6 Western Penna.—Bradford-Warren 
0. ni fuel, no Kerosine........ 
oulf. guar........ ae oe me Diesel. .12.25-12.5 
Light Diesel... .. .$4.872 No.2 fuel.......11.25-12 
Bunker C, 36-40 gravity fuel.10.75-11.75 
bunkers........- $2.34 oll City 
oledo Kerosine........ 12.5 
Fm year 2.8 50 cetane Diesel. .11.5 
Diesel oil........ 9 No. 1 fuel....... 11.75 
No. 1 fuel.....-. 12.55-12.9 No. 2fuel....... 11.5 
No, 2 fuel ececese 11.55-11 9 Pitt: h 
No, 5 fuel. ...... 8.5-9.05A Kerosine........ 11.95-12.8 
No. 6 fuel....... 8-8.25A 50 Te 11-45-12 55 
Wilmington, N 4 ‘o. 1 fuel. ...... -12. 
Kerosine, No. 1. . 11. ay No. ..11.45-12.3 
No. 2 fuel....... "10.9¥-11¥ 
Diesel oil, shore Central Mi 
Range oil, kero- as 
P. W. distiliate...13.6 
No. 2 fuel....... 11.5-13 
Ni She o1-02 
. (Okla. 0. bp pees 1 
1 wha No. 6 fuel. ......8.35-8.45 
Kerorine..-.; +10 625W-1). 125 Ohio Quotations for Sohio for delivery 
| pee 10.625Y-10. 875 ——e 
No. 1 fuel....... 10.375V-10.875 No. 1 fuel tee 13.9 
No. 2 fuel....... 9.625 -10.125V i OGed. 2 12°9 
No. 6 fuel......- $1.95V-2.30 rhe gay pikes 
California—Los Angeles Di :' 
Okla. Group 3 (Northern shpt.) Rack: 
42-44 w.w. Btove dist. 
kerosine........- 10.5V-11V WE Bess ccccces 9-12 
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8 200.......... 8.5-11.25 
Light fuel 
FB OOO. cccccces $2.80 
Heavy fuel 
PS 400.......... $2.15-2.35 
Tank Car: 
40-43 w 
kerosine......... 15.8 
Stove dist. 
| ee 9-15.3 
Diesel fuel 
ft eee 8.5-18.8 
ight 
Mieeeosae $2.80 
Heavy 
Pee Se anccoce $2.15-2.35 
Tank Truck (400 gal. or more) 
3 w.w 
kerosine......... 19.3 
Stove dis’ 
if eee: 15.8 
Diesel fi 
FU Gels cevccsses 14.3 
San Francisco Dist. 
Tank Car: 
41-43 w.w. 
kerosine......... 16.3 
Stove dist. 
| | Aare 15.8 
Diesel fi 
| er 14.3 
Pee fuel 
— a $2.85-3.03 
Heavy fuel 
. $2.40-2.58 
Tank Truck (400 gal. or more) 
40-43 w.w. 
kerosine......... 19.8 
Stove d 
) a 16.3 
Diesel f 
FOO cccisedus 14.8 
Pacific Coast 
Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 
Diesel—PS 200.. . $5.09 
Bunker C—PS 
Gh sxvivebeaves $2.10 
San Francisco, Calif. 
Diesel—PS 200.. .$5.30 
Bunker C—PS 
cadncuseh ana’ $2.15 
Seattle. Wash. 
Diesel—PS 200... $5.55 
oe C—PS 


Mexico 
Ships’ bunkers: US dollars per bbl. of 
159 liters. 


Guaymas 
Bunker C.......83.20 
Manzanillo 

Rice datnves $5.42 
Bunker C....... $3.20 
Minatitlan 
1 Re $4.44 
Bunker C....... $2.15 
i Cruz 
Beater G eae < 
Tampico 
Dl cnstesuves 4.44 
Bunker C...... $2.15 
Vera Cruz 
Bunker C.. $2.15 


At most Atlantic Coast points prices of 
some sellers for distillate fuels to bulk 
commercial consumers are 0.15¢ higher 
than prices shown 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tanks cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on ~ of last sale unless 
otherwise designated 
FOB Group 3 
Grade 26-70 
4.5¢ 
FOB + Tex. 
,* a 26-70 

¢ 


LP-Gas 


Producers contract prices, tank cars 
New Yor 


Harbor......... 9.05W-10.3° 
Philadelphia... .. : evs s 
BIBED. cccsccees 
Houston........+.+++ 





w Orleans..... 5.375-6. 125 
sy "Truck transport posting of one seller 
10.05¢ gal. 


Lubricating Oils 


Western Penna. 
a Neutrals—No. 3 Col Vis. at 


lagers Sa 





id Continental 
FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210° neutrals. 
vis. at 100° 0-10 p.p. 


200 vis. D 

10-25 p.p........ 23 

150-160 vs. D 

cape. bedbde of =. 
| RRR 

120 vs. B 

OO riedese 20 
Stock— Solvent 

150-160 vis. 

0-10 p.p., 95 v.i...23-24 


Neutral Oils Conventional Pate Oils 
60-85 
14.75 


5 
180 vis’ No. 3 col.16.5 
180 vis. No. 3 col.16.75 


300 vis No 3col.18 
Neutral Olls—Solvents— 95 v.1. 


TCR viciccccss .5-21.5 
Cylinder Stocks 

s.r. olive 
GAB. c cncstccee 5 
Gulf Coast 


Solvent Refined Oils from Mid-Con 
tinent grade crude: FOB ship at Gulf for 
export. 

Bright Stock, vis. at 210 

150-160 vis. 

0-10 k.t., 95 vi. .24 


Neutral Olls—Vis. at 100; 95 v.1. 0-10 p.t. 
100 vis. 20 


200 vis.......... 20.5 
|, 21.5 
eee 22.5 
South T 
Vis. at 100" 1 F., FOB 8. Tex. refineries fwe 
domestic and/or export shipment. 
Pale Oils 
100 vis. No. 
144-24 col....... 15.5 

vis. No. 

CNBin 00 ceeee 17 
300 vis. No. 

ES 17.5 
500 vis. No. 

M4 col....... 18 

750 vis. No. 

S aS 18.25 
1200 vis. No. 

18.75 
200 vis. No. 
Seth. cccccccses 19.25 
Red Olis 
100 vis. No. 
6-6 eol........... 15.5 
200 vis. Ne. 
6B eol........... 17 
300 vis. No. 
6-6 eol........... 17.5 
600 vis. No. 
5-6 col........... 18 
750 vis. No. 
6-6 col,.........+ 18.25 
1200 vis. No. 
6-6 col........02- 18.75 
2000 vis. No. 
ry eer 19.25 

(Continued on next page) 
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Crude Scale Wax 
124-130......... 6.6 
Refined Wax 

128-145. ........ 7.65 


Refined Wax 
149-151......... 9.15 


See Rae 


Petrolatums 


Western Penna. 
Bbis.; carloads; tank cars, oad less. 
Snow white 


Lily white,...... 8. 125-8 .625 
ST 7.625-8 . 125 
Soft yellow...... 6.75-7 . 125 
Light amber: ... .6.75-7. 125, 
SE iis es eedie 6. 75A 
MO sb shes vous 6.375-6.75A 


Western Aper poe in bulk) 
124-6 AMP w' 
crude scale 25 


Seaboard Wax 

Prices are for bulk lots in cents per pound 
i tank case op tank wus, 7.0. B Aso 
tie or Gi refineries. For slabs 
add: oe fe for 1,500-2,000 Ib. pallets: 
1.15¢ for 1,000 Ib.’ skids; 1.6¢ Ib. for 58 
Ib. cartons. Melting points are A AMP. 


Mel epties *.18.8 


FOB Group 3 
Stoddard solvent. 13.375 
Cleaners naphtha.13.875 
V.M. & P. 
eoeeee13,875 

Mineral spirits. . . 12. a 
Rubber solven' t.. 13.87 
Lacquer diluent. .14. 125-14, 375 

Bensol diluent. . . 15. 125-15.625 


Naphthas & 
Solvents 


Baltimore, Md. 


Mineral spirits. ..17.5 


Western Penna. 
Oil City: 
Stoddard solvent. 18 


Swdtard’ clvait. 18 





Tank Wagon Prices 











Prices for gasoline do not include taxes; they do however, include inspection fees, 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate 
column include 3¢ federal and state taxes; also city and county taxes as indicated in 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 
evied are indicated in Di if any, are shown in footnotes. These prices 
n effect April 15, 1959, as posted by principal marketing companies at their head- 
quarters’ offices, but subject to later correction. 


peers + 





Mobil Oil Co. 


Mobilgas Gasoline 
(Regular) 
Gasoline 
Taxes 


New York City 
Manhat 9.0 


so were ’ 


Syracuse 


a] 


New Haven 
Bangor, Me 
Port 
Boston, Mass 
Manchester, Noi. 
Portsmouth 
Providence, R. I. 
Burlington, Vt. 
Rutlan 
*Com. cons. t.c. prices 0. 1bé higher. 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 


> RONEN DO MORAN OO: 


-_ 
OOOOOBSSOSSSSOSSSOSOSOOSSSS 


13.1 
13.1 


ansoonmoooooooooooooocseS 


9 
1 
Al 

4 
1 

4 
4 
4 

6 
2 

15.2 

2 

2 
5.4 

2 

6 

8 

2 

7.3 

3 


Ww AO me ONIN ODE 
+ mM COeN: tomonentos 


*Mobil Kerosine 
Cc Yard T.W. 


oo 





NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
16.13 12.77 
16.05 12.65 
16.37 12.68 


Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 
Tank car index is weighted average of following wholesale a for regu- 
. FOB refineries or terminals: 


lar. Oklahoma, Chicago District, 
Mi t. Paul, Western eas moe ng California, I Phila his. Jack- 
sonville, = and Gulf Coast. 











Mobilfuel 
*Diesel 
T.C. 


¢ 
FS 


Mobitheat 
*(No. 2 Fuel) 
Yard 


7 
& 


eeeeen = 


iii 


: @: 3; eoeee ss 
ee 


+ gueses: me. ao ° 
o 


to pu out» 
: Stom: room pe: mo 


12.6 


Discounts: Mobil Kerosine & Mobilheat—N'YC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 


of 800 gal or more. 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 








Para 


30 E. 


we GETTER 


40 ST., N.Y. C. EM 1-4100 














This Is Your 
Market Place 


PATENT CHEMICALS 
a, 


Poterson 4. New Jersey 


Write today for Advertising 





Space Rates 








Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


New York Sydney, N. S. 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., 


New York 36, N. Y. 
Boston 














(To obtain more data on advertised products see 
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Atlantic Refining 
pay ~~ sa 


Cons. Gasoline . Ala 
T.W. Taxes 


8.0 


Kerosine 


Harrisburg 
Wilkes-Barre 
Williamsport 
pi arene 


Greensburg 
Wilmington, Del. 
Hartford, Conn 
New Haven 


Springfield 
Providence, R. I. 
Camden, N. J. 
Newark 
Albany, N. Y. 
Binghamton 


+ exg@onmew: 2 iii: 


Baltimore, Md. 
Richmond, Va. 
Charlotte, N.C... 
Jacksonville, Fla. 
Miami. nae 
*Fair- trade minimum service station price........... 0.0 .4.eeeeeceeeceeeee ADS 
**Fair-trade minimum service station price... ........ 6.6. 60ececeeeeeceeece 


SOSSOSSOSSOS SOL BDOB®OOCHS®We2amwmwmwww 
coeooossooososooUMoscoooosooSoSoS 


at eet tet 


Pty ccs cectdub bes ceetackes oltbakans uvadees 9.67 


*Less voluntary allowance, 0.19¢. 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna., add 1¢ gal 
for t.w. deliveries under 100 gal at one - Ae Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 


Esso Standard 


Esso Gasoline —— 


Gasoline ~ "1 Fuel 
Taxes 


oo 
— 


me City, N. J. “ - 
Baltimore, Md 
Cumberland. . . 
Washington, D. 
Danville, Va... .. 
Petersburg. 
Norfolk... 
Richmond. 
Roanoke... . 
Charleston, W. Va. 
Fairmont 
Parkersburg 
Wheeling... .. 
Charlotte, NG... 


: em Nm: ss: 
* GUNN ss 


ae eh at a ih he tf hf fh hh fh fe 
ee SS ae OF BS ee ae ie Ee ee ee 
—_- = OOOOCOCBDOBDOKeOvovoorcco 


Chattanooga... . 


Little Rock, Ark 
*Prices apply for kerosine only. 


fee at tet ek eat tat pt pe eh ett pet tt fet et pet bhp fh tpt 


— 


8.0 
9.0 
9.0 
9.0 
9.0 
9.0 
9.0 
9.0 
9.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
0.0 
9.5 


— 
w 
ss 


Heavy Fuels 
No. 4 Fuel 


$3.03¢ 
3.23 
3.26 
—: Leulines hevecinn prices do not include 1¢ state tax. 
Note: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 300 gal. 
or more : add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 2.5¢ 


above regular. 
#Subject to temporary voluntary allowance of 8¢ bbl. 


gal; to arrive at price per U. 8. 
Ou 
Kerosine (No. 2 Fuel) 


Imperial Oil = geez 
Gasoline 





g sesEssuuuuney 

oo eo WOM OD wwwwarww: 
SENUEEEEEEEES oO 

ORO ee eo aaa 


es 
e 


Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 


(Established tank wagon 
below. Some temporary 
effect in one or more localities 


Indiana Standar 


shea Wenvsabglengs 
ooococouwcoco 


i 9.0 17.5 
a) See b below for prices on larger quantities. (b) 15.4 io 780 gal & over. 
Stanolex Fuel A Stanolex Fue! C 
1-749 750 gal 1-749 
gal and over gal 
11.8 11.05 10.5 
Furnace Oil 
ween — — ~ gal 
ga ga over 
Mpls.-St. Paul ‘ ae fs 15.1 
Milwaukee....... os onus 16.5 e y 
line tax includes 1.5¢ city tax. “Des Moines hevegian & furnace oil 


Taxes: St. Louis 
7¢ state tax. State sales, occupation, consumer & use taxes to be 


pices do not include 
applicable, : 
Crown ¢.t.w. prices at some points subject to varying discounts for 


quantity deliveries. 


Standard of Cal. > 


Pearl 
Chevron Gasoline oil” 
(Regular) Taxes Kerosine 


San Francisco, Calif... ae 
17. 


Polece ope tant truck pos! Co gh pepe 
ing for deliveries of 400 gal or more; see 
piyins for other deliveries. 


oo 
o 


ad Be ee 


ise, [daho 
Salt Lake City, Utah.. 
Honolulu, 
Fairbanks, Alaska. . 


Swm=ooooooonmooe 
Souccumamsccoooo 


ssose 
P Or mONISwWO 


“Standard No. 2 Burner Oil. 
Taxes: Honolulu—Diesel/furnace oil price is ex 1 
Hawaiian gross income tax of 1% to resellers, 2.5 
Notes: For other deliveries— 
Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
fal. except to merino trade in Alaska where om Ly oye wee to gal; for 
than 40 gal, add op on, eaneet of anette 900 5¢ for less than 40 ol to marine 
trade and less than 100 gal to shoreside trade. Chevron aha ¢ (premium ? meer eee 
4¢ higher than Chevron (regular) for quantity delivered at ml p ouble except Lake 
City, 3.0¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 


where available. 
Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-190 gal, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 3.5¢. 

Diesel, furn: ace & stove oils—Add to to 400-gal-and-over price 5¢ for less than 40 gal, 
14 for 40-199 eal, 0.5¢ Ofer 200-399 gal. 
(Continued on next page) 


ag arn all T.T. prices are ex- 








$e 


USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10¢ STEPS ONLY 


EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 
New Feature: 1000 to 9000 GALS, in 1000 STEPS. oe Description on Request | 
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(To obtain more data on advertised products see page 146) 
































Ohio Standard Continental Oil 


GLB. Toten on Cetinataty taal, engen priate, Cures calling prices may vary from 
shown because of local conditions.) 


iff 


Cenoco 

Gasoline Gaso- iXero- ont coma seer bey Hore One, 
T.W. line sine Santa fo Fe. Sereane 1¢. 
(Regular) Taxes Discounts Lake x Twin Fall 
09 r ol 

ealag re 00 eal ine O54: 
400 gal & over, deduct 1 +" 
-grade t.w. prices 3.5¢ 


44+... 
BRAOSPQAOHAES 


3, 
Prices eooly to dealers and consumers 
except ene points where consumer 
prices are 1¢ higher. 


, BSSSSSSSSES:! 
wcowecoccocecocn 
G2 99 G0 Od Go 98 GO GP Go Oe GD GD 
ecococoecec]eso 
RRRRRRE 

B Sener neagwa: 


a 


—e 
Qn 
eo 


Kerosine, Nos. 1 & 2 Fucle—Prices are for 100 gal or more; for 50-99 
add 2¢. freniem-qqnde prises : consumer t.w. & s.s. 4¢ abo’ 
xf above regular. S 8. prices are at aye yan member stations. 


3 
: 
3 





Kentucky Standard 


T C 4 Carstine ‘lie, ‘sine. 
asoline 
exas Company a0 4 b. T.W. Taxes T.W. 
Fire Chief Gasoline Austin...... 16.4 . 3 : Atlanta,Ga.. 16.4 9.5 
eax * Ss 68 16 i ‘63 0 164 
Dealer sumer Dealer Port Arthur. 15.4 . ‘ } E . 16.5 10.0 16.7 
Dallas, Tex... et mS 4.8 Sensiiee tanses 89. ribet oa 16.1 10.6 16.5 
Ft. Worth... 15.4 15.9 ‘ Notes: Prices are for min. 25-gal. de- ~o ‘ 1 - 16.2 10.0 16. 7 
Wichita Falls 15.5 16.0 : liveries. Gasoline—Premium tw. , ’ ‘ Taxes: Steninchem gasoline taxes 
16.4 16.9 ; 3.5¢ above regular, excep except El Paso, lahoma , clude 1¢ Sellerwon County tax. Rorosine 
16.4 16.9 é .7¢ higher. Kerosine—Prices apply to . . : taxes not included in prices: Georgia 1¢; 
17.8 17.8 ; dealers & consumers. Mi . 





Gasoline Markets 
Gasoline Consumption by States, December 1958 


(American Petroleum Institute Figures) 
Tax Ratet  —-—— Month of -—12 Months Ending With——. 
N ber 1958 D 958 December 1957 December 1958 December 1957 
000 Gal. 000 000 Gal. 
75 253 911,243 














wr 


rN 


7 
5 
6} 
6 
6 
6 
5 
6 
7 
6 


Aeaae 


Petey :....---. Tae Se SS EI Ts Me 
Louisiana. . 

Maine. . 

Maryland. . 

Massachusetts. . 


Ghee... - 


amass 


123,428 


230, 408 
105 ,632 


49,006 
142/291 
19,886 





New ew Han REESE, iia 
New Mexico 

New York 

North Carolina. 


AABMyh AVIDAN QDwss348Ss 


_ 
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«eS 


NTRS NOREEN AEE Fe é 

Rhode Island a RE CE aE. 5 0h Sy gay Soibe 
a a se 5 Be i cn ns dele reewnediee > 
South Dakota...........2-s:eceree 


24;436 
9,630 
101,378 
78,483 
39,110 
96 , 133 1,286 , 897 
9,066 13,514 11,182 169 ,526 "167,288 


Total 48 States and D. of C 4,678,040 5,031,994 4,627,572 59,154,979 57,413,188 
Daily Average 155,935 162,322 149,277 162,068 157,2 

Change from previous year: 

Total Change........... : +404 422 — +1,741,791 

Percentage change in Daily Average ——— +8.74% _— +3. 


tThese are State tax rates per gallon. “y addition there is the Federal Tax of three cents (3¢) per gallon. 


*Revised: Year 1958: Jani or tte 1,000; February—12,510,000: March—14, 004, rm Ant —16 037 ,000; May—16, 488,000; June—17,376 000; July—19, 496,000; August 
—17,591 ,000; September—14 614,000; October—15,201,000; Year 1957: March—14 ,865 ,000 Aprit—15 4 ass 64.000; May—16,649,000; June—16, 193,000; July—17,351,000; August 
—17/989,000; September—14, Hr ‘000; Ostober—16°319,000; November--15, 185,000; December—18, 
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Gasoline Prices for 55 U. S. Cities Building Permits: Third Quarter 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes (Valuation in thousands) 


in 55 representative U. 8. cities on April 1, 1959 as compiled by 
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News are shown below. i igures are in ¢ per gal.; (i) and (d) indicate increase or Total 1958 
as compared with March 1, 1959. Tax oa indieates only motor g- taxes see as re Geographic division _ third quarter ae | August September 
and State No. Val. No. al. No. Val. No. Val. 
Dir. T.W. Ser. Sta. er. Sta. - 
(ex tax) (ex tax) (inel. wie federal) Geet tax) United States total... . .2,065 $32,241 | 717 $11,039 | 688 $10,449 | 660 $10,753 
POS Sea eeree i-16.31 1-21.29 9.03 1-30.32 
Portland, Me........ vee 615.40 i-19..90 10.00 1-29.90 New England.......... 81 1,194) 31 446) 19 222) 31 526 
Manchester, N. H. i-15.60 18.90 9.00 27.90 Connecticut 33 493 14 189 e 138 10 166 
: BARA, « 6 .cnn'sseas 8 147 6 115 1 1 1 30 
Burlington, Vt.............. 17.30 24.40 9.50 33.90 Massachusetts..... 28 364 9 104 7 66} 12 194 
0 cee WIS.@ i-17.40 8.50 1-25.90 New Ham 4o5.7m 19 ° 1 1 16 
Providence, R.I............ i-14.90 1-18.90 9.00 1-27.90 Rhode Island. ..... 9 = 155 2 38 1 14 6 = 108 
eS I 2 1 17 ° . - 17 
Hartford, Conn.,........... i-15.20 i-19.90 9.00 i-28.90 
ON) & GaSe? 16.10 d-18.90 9.00 d-27 .90 Middle Atlantic. ....... 270 «644,063 108 1,584 95 1,457 67 «1,022 
hk aR 15.90 24.90 9.00 33.90 New Jersey.....-.- 65 1,081 25 4 13 
New York......... 129 1,881} 49 667| 38 609] 42 605 
eh RTE 14.20 18.90 8.00 26.90 Pennsylvania. ..... 76 1,151) 382 495) 32 446) 12 210 
Philadelphia, Pa............ 15.30 19.90 8.00 27.90 
Wilmington, Del............ 14.90 18.90 8.00 26.90 East North Central. .... 365 122 «2,459 129 2,377] 114 2,090 
Illinois. ..........- 2,119 29 38 742 690 
Baltimore, Md............. 14.90 20.90 9.00 29.90 Indiana. ....-..+++ 40 691 10 184 15 240) 15 267 
Washington, D. a 14.90 20.90 9.00 29.90 Michigan.......... 95 1,701 35 671 34 612 26 418 
Charleston, W. Va.......... 14.90 19.90 10.00 29.90 Ohio... ...+-++00+- 79 «641,516 27 538 28 548 24 430 
Wisconsin. ........ 51 899 21 379 14 235 16 285 
Norfolk, Va. 19.90 9.00 28.90 
Charlotte, N 19.90 10.00 29.90 West North Central 173 2,898 57 869/ 48  9830| 68 1,199 
Charleston, 8: 19.90 10.00 29.90 OWB. wee eeneerees 2 318 7 117 8 120 5 81 
OO... cceeceqe 29 416 10 116 5 95 4 205 
Alawar Gas csc cecseees 14.90 20.40 9.50 29.90 Minnesota......... 55 1,122 15 27 15 306 25 546 
Jacksonville. Fla............ 14,90 19.90 10.00 29.90 Miesouri.........- 38 565 14 222 11 150 13 193 
Birmingnam, Ala .......... v0 20.90 11.00** 31.90 Nebraska.......... 20 284 6 91 5 53 9 140 
North Dakota..... 2 47 ° ° 2 47 . 
Jackson, Miss.............+ 16.50 21.50 10.00 31.50 South Dakota. ..... y 146 5 53 2 59 2 34 
Memphis, Tenn............. 14.10 18.90 10.00 28.90 
Louisville, Ky.............. 15.90 20.90 10.00 30.90 South Atlantic. . -- 330 5,035 104 «1,768 118 ~=« 11,621 108 «=: 11. 646 
Delaw ‘. 13 284 + 97 4 99 5 88 
Cleveland, Ohio............ 16.10 20.90 8.00 28.90 ee 1 14 1 14 ° e ® ° 
Cincinnati, | 14.40 18.90 8.00 26.90 Pv cscdscdcse 81 1,360 32 572 25 387 24 401 
Indianapolis, Ind........... 12.40 16.90 9.00 25.90 Georgia . oe’ "Oo 718 19 256 25 262 18 200 
Maryland 36 529 8 136 15 208 13 185 
CS cs bowuc cides i-17.40 i-24.00 8.00 i-31.70 North Carolina 46 691 17 280 18 231 11 180 
Detroit, Mich.............. i-16.10 1-22.20 9.00 i-31.70 South Carolina. .... 16 207 2 30 9 101 5 76 
Milwaukee, Wisc........... i-17.30 i-23 .40 9.00 i-32.40 Virginia........... 61 933 15 239 17 259 29 435 
West Virginia... ... 4 299 6 144 5 74 3 81 
Twin Cities, Minn.......... 16.90 22.90 8.00 30.90 
> 8 Sere i-18.10 23.90 9.00 32.90 East South Central. .... 103 «1,683 31 513 33 525 39 645 
Bee, Bi Divccecescccescee. BER. i-24.90 9.00 1-33.90 Alabama.......... 44 578 12 186 17 177 15 215 
Kentucky......... 19 «6 465} 02067] SiO] s1Stsi88 
CTI. « civ ci cccvcccvas 16.40 i-22.90 10.00 i-32.90 Mississippi........ 13 191 q 74 4 59 5 58 
Des Moines, Mister scucewke 16.30 21.90 9.00 30.90 Tennessee. ........ 2 449 13 186 8 129 8 134 
St. Lowla, Me... ....cccccces 16.40 22.40 7.50°** 29.90 
87 «61,047 76 «61,130 59 1,009 
ae i-16.40 21.90 8.00 29.90 6 6 98 3 47 
. 5 ere d- 9.90 d-14.40 9.50 d-23.90 7 100 q 129 3 53 
Little Rock, Ark............ 13.60 18.40 9.50 27.90 12 157 12 196 10 141 
62 722 49 707 43 768 
New Orleans, La............ i-12.90 i-17.90 10.00 i-27.90 
SO TI vs edevedanasene i-15.40 i-19.90 8.00 i-27.90 33 521 45 728 43 778 
pe, a ee 15.20 d-13.90 8.00 d-21.90 8 116 ll 160 i 198 
9 139 13 216 7 323 
TA, BOR i cokers csivends j d-17.90 8.00 d-25 .90 2 53 4 94 1 12 
Albuquerque, N. M.. ; ; 24.10 9.50° 33.60 2 39 7 126 4 48 
DO CIR. cic nvceses i-17. i-22.90 9.00 i-31.90 ° . . * . . 
S Mer te - mi. 48 
Cheyenne, Wyo.. cic, 886.8 1-25.90 9.00°* 1-34.90 3 31 1 1 5 134 
Great Falls, Mont.. ... 19.90 1-26.90 9.00 i-35. 90 ° a 1 23 1 15 
Boise, MRS sca ccdroaks 20.7 27.40 9.00 36.40 
PUD: 5 occ des cack 400 5,229; 144 1,832) 125 1,559 131 838 
Salt Lake City, Utah....... 19.30 i-24.90 9.00 1-33.90 California......... 298 3,541 108 1,220 88 994 102. 1,327 
Serre 20.70 28.00 9.00 37.00 i eee 30 502 7 143 17 255 6 104 
Phoenix, Avié.... 0.300000 19.50 23.90 8.00 31.90 Washington wee 72 21,1861 [29 469 20 310 23 407 
Los Angeles, Calif. way 17.80 i-19.90 9.00 i-28.90 ——— 
San Francisco, Calif. 18.30 23.40 9.00 32.40 * None reported. ° : 
PUMEEE, GOR eiccccsscces 18.90 25.40 9.00 34.40 '* Building permits are issued for all \ypes of service station construction—remodeling, 
additions, major repairs, etc.—and should not be construed as representing only new 
Seattle, Wash.............. 19,00 d-17.40 9.50 d-26.90 stations. No adjustment has been made for lapsed permits nor for time lags between issu- 
Spokane, Wash............. 21.20 d-26.40 9.50 d-35. 90 ance and the time of construction. The report covers areas representing 80% of the total 
id : U. 8. nonfarm population (as of 1950 Cengus). 
*Includes 0.5¢ city tax. **Includes 1¢ city tax. *** Includes 1.5¢ city tax. Source: U. $. Department of Labor. ; 
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Why do oil market- 
ers read National 
Petroleum News? 


Because it's full of 
useful money- 
making manage- 
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CYLINDER 
STOCKS 


Fine Lubricating Qualities 
For Greases and Fluid Lubricants 


maainemee KERR—McGEE OIL INDUSTRIES, INC. 


RY oleldbildehaleli ks 
ment iceas P 306 N. ROBINSON © OKLAHOMA CITY, OKLA. * PHONE RE 9-061! 
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(To obtain more data on advertised products see page 146) 














ROYAL TANK TRUCK HOSE 




















THE PERFECT LINK 


BETWEEN TANK TRUCK AND SERVICE STATION 


U. S."Royal Tank Truck Hose is the only hose your tank 
trucks need carry. It’s a two-hose in one, for both suction 
and discharge—saves the driver the time-wasting nui- 
sance of hooking one hose up for suction, and another 
hose for discharge. This Tank Truck Hose is lightweight, 
flexible, and still is highly kink-resistant. The Neoprene 
cover is compounded so as to be resistant to oil, weather 
and abrasion. Despite the toughness, its flexibility lets 


Mechanical _ Division 


it conform to every movement of the operator. 

This hose is one of the complete line of “U.S.” oil 
marketing hose—each hose in the line is a time-and- 
work saver with superior features for specific jobs. 

e 6 e 
Get U. S. Royal Tank Truck Hose or any of the “U.S.” 
oil marketing hose from your Oil Equipment Jobber 
or write address below. 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 


(To obtain more data on advertised products see page 146) NATIONAL PETROLEUM NEWS * May, 1959 





NEWS NOTES 


Sam Bohlen, Snyder Oil Co., Orr- 
ville, was re-elected president of Ohio 
Petroleum Marketers Assn. for the fifth 
Straight year. Re-elected vice president 
was Elmo D. Hidy, Arrow Petroleum 
Co., Cincinnati. Both Bohlen and Hidy 
were renamed OPMA directors along 
with Joseph H. Landrum, Landrum Oil 
Co., Wilmington, and Barney W. Mays, 
Mays Oil & Supply Co., Dayton. 





s 
Dewey Blanton has been named gen- 
eral manager of Odom Oil Co., Pure 
distributors in Spartanburg, S. C. 
* 


Herb Spade, former national chair- 
man of Oil-Heat Institute’s distribution 
division, was honored by his fellow heat- 
ing oil jobbers at the annual dinner- 
dance of Oil-Heat Institute of West- 
chester County, N. Y. | 

Spade was presented a plaque in 
recognition of his many years of service 
to the oil-heat industry, both locally 
and nationally. Spade is vice president 
of E. Robison, Inc., distributor in 
Hartsdale, N. Y. 

e 

Perry Morris of Universal Utilities, 
Inc., Great Neck; Joseph Shapiro of 
Commander Oil Co., Oyster Bay; and 
Harry Jeffords of East Island T. L. S., 
Riverhead, have been added to the 
board of Oil-Heat Institute of Long 
Island. 

s 


Ray Johns is 
new president of 
the Wisconsin Pe- 
troleum Assn. 
Vice president for 
two years, he’s 
been a strong as- 
sociation support- 
er since he moved 
to Wisconsin. 

Johns owns 
Chieftain Oil Co., 
Chippewa Falls, 
and last fall was 

chosen by his supplier, Pure Oil, to ap- 
pear in a company advertisement as an 
outstanding distributor. 

Before moving to Chippewa Falls in 
1945, Johns was a private brand opera- 
tor in northern Michigan for six years. 
A quiet, cautious man with an eye on 
the future and on his pocket, Johns has 
been diversifying his operation (see 
page 110). 

Lavern Schaetzel, Schaetzel Oil Co., 
Germantown, and James Fitzgerald, 
F-W Oil Co., Janesville, were elected 
vice presidents. David W. Gluck, Inter- 
national Oil Co., Milwaukee, was re- 
elected secretary-treasurer. New one- 
year directors are: Alan Ryan, Beloit; 
Charles Stoffel, Milwaukee; Ernest 
Berger, Milwaukee, and E. G. Wingfield, 
Manitowoc. New two-year directors are: 
C. D. Jacobus, Milwaukee; Robert Hop- 
son, Waukesha; Robert Felker, Marsh- 
field, and Emmett Terwilliger, Lancas- 
ter. New three-year directors are: R. J. 
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Choo-Choo Justice, Tarheel grid great, carries the ball for Phillips 66 now 


Jobber Becomes Book Hero 


WHEN A BOOK entitled Choo-Choo 
was released recently, there was excite- 
ment around Hendersonville, N. C., 
especially around the Justice-Wright Oil 
Co. 

The new biography tells of the tri- 
umphs of Charlie “Choo-Choo” Justice 
as a tailback at the University of North 
Carolina. 

Now a partner in the Hendersonville 
Phillips 66 jobbership, Charlie made 
every all-American team in the country, 
with the exception of one in 1948, and 
all but two the following year. He still 
remembers, as one of the high spots of 
his big-time career at UNC, a block he 
threw against North Carolina State in 
1947—it was the only one he ever 
threw. Another play that stands out for 
him was one against UNC’s traditional 
rival, Duke. The game had come down 
to the third quarter 0-0 when Choo- 
Choo made the 43-yd. run that won 
the day. 

After playing with the Washington 


Redskins from 1950-54, Charlie worked 
in public relations for American Oil Co. 
out of its Charlotte office. In March 
1956, he and Joel W. Wright, Jr., who 
had played quarterback with him at 
UNC, formed the jobbership in which 
Charlie says he does everything from 
sweeping the floor to driving a truck. 
The company, which annually sells 1,- 
209,000 gal. gasoline and 942,000 gal. 
fuel oil and kerosine, operates three 
trucks and one transport in a _ three- 
county area of western North Carolina. 

A native of Asheville, Charlie is 
married to his high school sweetheart, 
Sarah Hunter, and has a ten-year-old 
son and a six-year-old daughter. His 
present schedule moves about as fast as 
it did on the football field. He coaches 
Hendersonville’s community midget 
football team, serves on the board of 
vestrymen at the Episcopal church, is 
an active member of the Kiwanis Club 
and does a nightly 15-minute sport show 
on a local radio station. 





Cuskey, Spooner; Julius J. Seiy, Jr., 
Cudahy; Emery McNeil, Kenosha, and 
Ray Chappie, Milwaukee. 

Joseph and Dominic Brazile, Amoco 
distributors in south Louisiana, are build- 
ing their own bulk plant in St. Bernard 
Parish at Poydras, La. 

e 


Personnel titles and duties within Bay 
Petroleum Co., recently created division 
of Tennessee Gas Transmission Co., 
have been announced by R. R. Dean, 
Bay’s president. 

L. L. Leabo, vice president, directs 
products sales in the South, Southeast 
and Rocky Mountain areas. On his staff 
are: H. J. Horsch, supply and transpor- 
tation manager; E. M. Shearer, assistant 
general sales manager for LP-gas; J. H. 
Smith, real estate and construction man- 
ager, and W. B. Uhlhorn, assistant gen- 
eral sales manager, refined products. 

Assisting Horsch are: J. R. Ferguson 
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in transportation, G. P. Koch in supply, 
and C. R. Russ in supply and transpor- 
tation for Hartol Petroleum Corp., re- 
cently purchased Tennessee Gas sub- 
sidiary which is part of the new Bay 
division. 

Assisting Uhlhorn are: D. B. Alsup, 
division wholesale and Denver refinery 
sales manager; J. R. Owen, retail sales 
manager, and J. B. Smalley, division 
wholesale and New Orleans refinery 
sales manager. 

Along the Northeast and Middle At- 
lantic Seaboard, marketing operations 
are carried on by Hartol Petroleum 
Corp. W. C. Burns is president and 
L. R. Condon and H. V. Peterson, vice 
presidents. W. W. Eversmann is sales 
manager. 

* 

W. J. Koenig, manager of the con- 
struction and maintenance division of 
Esso Standard Oil Co.’s marketing de- 
partment, transferred to the parent com- 
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About Oil People 





pany, Jersey Standard, as manager of 
the engineering section of the marketing 
coordination department. Jack C. Mor- 
gan, manager of Esso’s real estate 
division, succeeds Koenig. 


@ 

W. H. Haines, Jr., assistant district 
sales manager in Spokane, Wash., for 
Standard Oil Co. of California, Western 
Operations, has transferred to San Fran- 
cisco in a similar capacity. 

In the retail department, G. R. Shep- 
pard, former division manager, San 
Francisco, has retired and is succeeded 
by H. R. Schuttler, division manager at 
Long Beach, R. F. Wood, division man- 
ager, Seattle, replaces Schuttler, while 
G. J. DeMartini, division manager, 
Sacramento, replaces Wood. J. W. Pheg- 
ley, assistant manager, motor fuels divi- 
sion, wholesale sales, home office, moves 
to Sacramento to succeed DeMartini. 

© 

D. S. Blackmore was named national 
supervisor, industrial and transportation 
sales, head office, by British American 
Oil Co. He had been manager, direct 
sales, at Montreal since 1956. 

e 

P. R. Shay was named manager of 
the newly created Milwaukee regional 
sales office of Cities Service Oil Co. 
(Del.) Shay was Wisconsin division 
manager for several years before trans- 
ferring last year to St. Paul, Minn., as 
regional manager. 

7 

Robert H. Mil- 
brath, a vice pres- 
ident and director 
of Esso Export 
Corp. since 1957, 
was named execu- 
tive vice president. 
He succeeds Ge- 
orge H. Freyer- 
muth, resigning af- 
ter 31 years with 
the Jersey Stand- 
ard organization. 

Milbrath has meen 
been with Jersey 25 years. After sales 
engineering work in the U, S., he trans- 
ferred to Jersey’s Argentina affiliate, 
becoming vice president and _ general 
manager. In 1952 he joined Internation- 
al Petroleum Co. at Coral Gables, Fla., 
was a director, and in 1956 was elected 
a vice president. 


a 

Kenneth A. Beede, former manager 
of American Oil .Co.’s terminal at Rens- 
selaer, N. Y., is now superintendent of 
plants in the New York region. Ormis- 
ton J. Breen succeeds him. 


s 
Harold S. Skinner, associate general 
counsel for Continental Oil Co. since 
1954, was named assistant to the presi- 
dent and director of public affairs. 


& 

Roy W. Ellis, manager of D-X Sun- 
ray’s northern division at Waterloo, 
lowa, was named Boss of the Year by 
the Waterloo Junior Chamber of Com- 
merce. 
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Planning for the Long Haul 


“WE EXPECT A PERIOD of robust 
competition in the years ahead,” says 
Leo J. Hoar, vice president and di- 
rector of marketing for Sinclair 
Refining Co. 

Hoar, a former chairman of API’s 
Service Station Advisory Committee, 
heads Sinclair’s newly reorganized 
marketing department. He says the 
reorganization has three aims: 

e Deployment of top marketing 
management. The establishment of 
three regional vice presidents with 
line authority will bring the home of- 
fice directly into the field. 

e Consequent strengthening of 
the field sales organization. Hoar 
wants especially to move closer to 
commission marketers. They outnum- 
ber jobbers in the Sinclair setup three 
to one. 

e A strong accent on youth. Hoar 
hopes the deployment will open up 
new opportunities for young, aggres- 
sive men in the marketing organiza- 
tion. 


Closer field contact should pay off 
quickly, Hoar thinks. Sinclair will be 
able to move faster, with more accu- 
rate information on problems of in- 
dividual marketers and areas. A 
prime function of the new regional 
vice presidents will be constant de- 
velopment of new markets—formerly 
a home office staff job. 

In New York, a staff change will 
accommodate the new philosophy. 
The retail department will be split 
into two functions, sales management 
and sales promotion. William R. 
Kelly, former Rocky Mountain divi- 
sion manager heads up the former. 
Vincent L. Brophy becomes general 
manager of sales promotion. 

Hoar says the key men in the new 
structure are his three regional. vice 
presidents. They'll be constantly on 
the move in their territories, probing 
problems and market opportunities. 
And they’ll be looking over the young 
blood Hoar is counting on for the 
future. 





F. K, Lord was named distribution 
manager of the northern region by 
Union Oil Co. Headquartered in Seat- 
tle, Lord replaces W. L. Havland, trans- 
ferred to Los Angeles as distribution 
manager, southern region. 

& 

D. E. Beaton, general sales manager 
of Texaco Inc.’s Pacific Coast region, 
retires Apr. 30. He has been with Tex- 
aco 42 years, the last 19 in Los An- 
geles. A native of Virginia, Beaton 
joined Texaco’s sales department in 
Atlanta and moved through increasingly 
important sales positions in Atlanta, 
Port Arthur, New Orleans, Chicago and 
Denver, before being named Pacific 
Coast sales manager in 1940, From his 
Los Angeles headquarters, Beaton di- 


rects sales activities in nine western 
States. 

A. A. Morrison, who retired last 
September after 32 years with Texaco, 
is spending much of his leisure time 
attending school. He’s taking courses in 
photography and in investments and 
securities at a Pasadena junior college 
near his home. With Texaco, Morrison 
spent practically his entire career on 
the Pacific Coast and retired as assist- 
ant to the territorial manager. 

° 


Floyd Maples, winner of a year’s 
lease on a fully-stocked, $55,000 Fron- 
tier Refining Co. station in Denver on 
TV’s “End of the Rainbow” program in 
Jan. 1958, has given it up. He had con- 
tinued as salaried manager of his old 
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station in Brighton, Colo., and reports, 
“The Denver station just didn’t work 
out for us. It was a matter of health 
and dividing our time between Denver 
and Brighton.” 

* 

Eugene Holman, board chairman and 
chief executive officer of Standard Oil 
Co. (N. J.) has received an employe 
service pin for 40 years with the Jersey 
Standard organization. 

& 


Mitchell: Got to be an optimist 


NEW PRESIDENT of the Texas Oil 
Jobbers Assn., T. E. “Gene” Mitchell, 
is an optimist who believes you’ve got 
to be just that if you’re to be a successful 
oil marketer. “There’s no place for fear 
in our business,” he says. 

Born in Cache, Okla., in 1908, Mitchell 
was raised in an oil family and has been 
in the oil industry all his life. His only 
son-in-law works for Cosden Petroleum’s 
sales department. Mitchell hopes his 
two grandchildren will find their place 
in the industry, too. 

Selling the Cosden brand in the South 
Plains area of west Texas, Mitchell 
formed his own company in 1938 to 
make a dream come true. His distributor- 
ship was first a commission agency; then 
he switched to jobbing. 

In 1958, Mitchell’s National Oil & 
Butane Co. sold 3-million gal. of light 
oils. About half of that was butane. 
Most of his business is done in and 
around Plainview, where he has head- 
quarters, Mitchell supplies 11 stations— 
he owns three and leases the others. 

The new TOJA head likes to fish and 
hunt. He claims he’s right in the middle 
of the best fishing country in the world. 
He says he can go 300 miles in any 
direction and find good fishing spots. 
He enjoys taking his wife, Margaret, and 
their two grandchildren, Tommy and 
Dickie, 4 and 6, on fishing trips. Mitchell 
claims “Marge” is not only a great fish- 
erwoman, but also a top hunter. 

The Mitchells have one daughter, 
Margene, no sons. 

Mrs. Mitchell works with her husband 
in his business and in community activi- 
ties. They believe being a part of their 
community is as important as their busi- 
ness. 

Mitchell is a graduate of Oklahoma 
University and is a rabid Sooner foot- 
ball fan. 
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Lobby Talk from Texas 


HEARD at the March conventions of 
Western Petroleum Refiners Assn. and 
Texas Oil Jobbers Assn. in San Antonio: 

Ted Groebl, Shell’s west Texas jobber, 
and his right-hand man, Bernie Coughlin, 
had to hire an almost entirely new staff 
when they recently moved their base of 
operations from Big Spring to Odessa. 
Most of the Big Spring staff declined to 
make the move. 

Jim Wait, coordinator of marketing 
trade relations for Continental Oil, prob- 


ably made his last official appearance at 
the WPRA-TOJA meetings. He plans to 
take early retirement this year. 
Missing at the TOJA convention were 
Ed Crites of Ft. Worth and O. N. (Bob) 
Pederson of Kilgore. Crites’ son attended, 
but Pederson was involved in a hot city- 
councilman’s race that he couldn't leave. 
Continental Oil’s marketing vice presi- 
dent, George Sullivan, was running a 
virtual shuttle-plane system between 
Houston and San Antonio, trying to 
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THIS WAY! 


It’s one of the most-used, most important tools you'll find in any 


service station or garage. That’s why it’s so necessary to have a 


compressor unit that meets all modern requirements — depend- 


ably and at low cost. Quincy’s years of experience in building 


air compressors exclusively, their 100-plus authorized service de- 


pots and complete line to 90 C.F.M. are triple assurance of con- 
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DELIVERS MORE GALLONS— 
WITH LESS WORK 


Jn ft ” constru , 





BENNETT BIG 
TRANSFER PUMP 


Sturdy all-metal construction withstands roughest 
treatment. High vacuum self-priming Big G delivers 
a constant flow of 20 gallons a minute — with up to 
a 20-foot lift. 
Big G pumps... 

e KEROSENE © FUEL OILS e MOTOR OILS 

© GASOLINE e LUBRICATING OILS 

© OTHER FLUIDS FROM SKID TANKS AND DRUMS 
Bronze automotive-type pistons with rings assure 
dependable service under severe conditions. Vacuum 
breaker prevents siphonage and provides complete 
hose drainage. No foot valve. Wide variety of models. 

Patent 2,843,051 


JOHN WOOD COMPANY 


BENNETT PUMP DIVISION * MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD COMPANY LIMITED 
Toronto * Montreal * Winnipeg * Vancouver 
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About Oil People 


attend the WPRA and TOJA meetings, 
plus company meetings back home. 

Clarence Boone, outgoing president 
of Petroleum Marketers Assn.—which as 
an affiliate held its annual meeting with 
TOJA—headed for Houston after the 
meeting for a trip through Humble’s 
refining and other facilities. 

Conoco jobber Leslie Neal’s two sons, 
Doak and Leslie, Jr., are becoming 
more active in both their father’s busi- 
ness and in TOJA work. 

Harry J. Kennedy had to deliver his 
outgoing president’s address to WPRA 
while seated. Recovering from an auto- 
mobile accident last December, the 





Conoco senior vice president still has to 


take it easy until his broken leg mends. 

Pleas Hardwick, long-time broker of 
petroleum products, was another WPRA 
visitor recovering from a recent illness. 

E. K. Bennett, Skelly jobber in Long- 
view, appeared to be in fine shape at the 
TOJA meeting. Bennett, like Kennedy, 
was in a severe auto accident a while 
ago. 
Barney Holland, Jr., in for the TOJA 
meeting just briefly, divided his time 
between it and looking over the opera- 
tions of a nearby San Antonio rancher. 
Holland has an Oklahoma cattle ranch 
and claims he knows “a lot about cattle 
but nothing about oil.” 


Pettit: Everybody's got problems 


E. WAYNE PETTIT, new 39-year-old 
president of Petroleum Marketers Assn. 
of Texas, believes the biggest problem 
facing agents today is the economic 
squeeze forcing suppliers to by-pass com- 
mission marketers and adjust commis- 
sions. 

As Gulf’s commission distributor in 
Falfurrias, Pettit sold about 1-million 
gal. of light oils last year. Much of this 
was farm business, which he claims pro- 
vides little profit for anybody in Texas 
now, 

Suppliers’ ideas of top-notch commis- 
sion distributors and their ideas of com- 
mission rates don’t quit: add up, Pettit 
believes, He thinks that in many cases 
suppliers will eventually end up with 
“just a lot of truck drivers” whose wives 
will work with them to take care of the 
agency’s office work. 

Pettit is a Texas A & M graduate in 
marketing and financing. During World 
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War II, he served as a “jay gee” on a 
naval minesweeper. He’s married and 
has three children—two boys, 9 and 6, 
and a 3-year-old girl. 

While he’s critical of the commission 
marketer’s lot in today’s highly compe- 
titive marketing picture, Pettit realizes 
that everybody's faced with severe prob- 
lems. He has no ready answers, but 
hopes conditions will work out to pro- 
vide a brighter future for the average 
commission distributor. 


* 

Royal M. Stephens, assistant manager 
of marketing for Humble Oil & Refining, 
retired March 1 after 50 years with 
Humble. His future plans called for a 
“hebby” of farming and ranching. 

e 


Snodgrass: Planned on shipbuilding 


HARLAN E. SNODGRASS, vice presi- 
dent of Belcher Oil Co., Miami, and 
new president of Florida Petroleum 
Marketers Assn., didn’t intend to be- 
come an oil man. After graduation from 
Lehigh University, where he took art 
courses but majored in engineering, 
Snodgrass got into shipbuilding. In 1947 
he moved to Florida because of the ill- 
ness of one of his children and there 
joined Belcher Oil Co., one of the 
largest fuel oil distributors in the U. S. 

Snodgrass was association vice presi- 
dent last year and has been a director 
for three terms. He also was chairman 
of the fuel oil committee several times. 
Snodgrass has been active in the forma- 
tion of the Better Home Heating Coun- 
cil of Florida and organized and headed 
the Economic Advisory Council of 
Florida, which fought an unsuccessful 
battle before the Federal Power Com- 
mission to keep natural gas out of 
peninsular Florida. 

The Florida jobbers elected Reggie 
Moffat, L. A. Johnson Fuel Oil Co., 
Orlando, and John Torode, Shell Oil 
Products, Starke, vice presidents; L. M. 
Hurlbut, Marion Petroleum, Ocala, sec- 
retary-treasurer. 

New directors are: John Hunter, City 
Fuel Oil Co., Clearwater; Leo Thomas, 
Jr., Swannee Oil Co., Gainesville; Cecil 
F. Collins, Premium Fuel Oil Co., Tal- 
lahassee; John Dunscombe, Everglades 
Oil Co., Ft. Lauderdale; Paul Sasser, 
Glades Oil Co., Belle Glade; and 
Robert Hughes, Orlando. 


Sweney: Always in oil marketing 


JACK C. SWENEY, 45-year-old presi- 
dent of Sweco Oils, Inc., Peoria, has 
been elected president of Illinois Pe- 
troleum Marketers Assn. 

Sweney’s been in oil marketing since 
graduation from the University of IlIli- 
nois in 1936. He’s headed his own firm 
since 1952 when he left the family com- 
pany, Sweney Oil Co. of Springfield. 

Jack joined Tidewater right from 
school and stayed until he joined the 
Navy. At that time he was a sales su- 
pervisor at Providence, R. I., reporting 
to J. G. Jimenez, now Tidewater’s east- 
ern division manager. 

After discharge in 1946 as lieutenant 
commander, Sweney returned to Illinois 
as district manager of his father’s firm. 
In 1948 he became vice president and 
took over Sweney Oil operations in 
Peoria. In 1952 he bought the McKenty- 
Brown Oil Co. and re-named it Sweco. 

A Phillips jobbership for several 
years, Sweco went over to Gulf Apr. 1. 
Sweco has 17 stations, two bulk plants, 
and a sizeable fuel oil and commercial 
business. It operates in a 25-30 mile 
radius of Peoria. 

Sweney is married and has three 
children, two girls and a boy. Will 
Sweney Jr. go into oil marketing too? 
“Not if I can help it,” says Dad. 

IPMA also elected George Oechler, 
Economy Oil Co., Elgin, Ist vice presi- 
dent, and Karl D. Friend, K. Friend & 
Co., Chicago, 2nd vice president. Elect- 
ed directors were: James Diekman, Mid- 
West Oil Co., East Peoria; S, C. 
Schilling, Schilling Petroleum Co., Belle- 
ville; Harold J. Sonntag, Central Oil 
Co., Mendota, Ray Tibbs, Ray Tibbs 
Oil Co., Mt. Vernon; Harry Szesny, 
Chicago Heights Oil Co., Chicago 
Heights; and Richard Ware, C. R. Ware 
Oil Co., Springfield. 


K. L. Broyies, Dallas division sales 
manager, has been chosen to head 
Skelly Oil Co.’s new division office in 
Lubbock, Tex. Others selected for the 
new division include district salesman 
Albert C. Rippey, headquartered in 
Amarillo, and district sales representa- 
tives T. H. Anderson in Lubbock and 
Hobart N. Acree in Midland. Anderson 
and Acree will handle all matters con- 
cerning LP-gas. 
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Donald O. Swan, first general man- 
ager of Esso Standard Oil Co.’s petro- 
leum specialties department, has trans- 
ferred to Esso Export Corp. as a vice 
president. Charles O. Peyton, assistant 
general manager, moves up to succeed 
Swan as head of the year-old depart- 
ment, coordinating activities in aviation 
fuel, asphalt, lube oils, LP-gas, solvents 
and other specialties. 

0 


Andrew C, Neer, with Standard Oil 
Co. (Ohio) 45 years, has retired. Form- 
er Lima division dealer salesman, he 
plans to devote most of his time to his 
wife and their ten children and their 
families, including nine grandchildren. 


Collins: Chose the right business 


LEW W. COLLINS, eastern region rep- 
resentative for the committee on public 
affairs of the American Petroleum Insti- 
tute, has retired after 44 years in the 
industry. 

It would have been hard for Collins 
not to have made a career in the oil 
industry. His family owned the S. L. 
Collins Oil Co. which, he thinks, was 
the oldest independent west of the 
Mississippi. “I must have chosen the 
right business,” Collins allows with a 
grin, “because I’ve enjoyed all of it.” 

Collins started out gluing barrels dur- 
ing school vacation when “axle grease 
and harness oil were best sellers.” That 
was in 1911. 

After a stint at Northwestern Univer- 
sity law school, Collins rejoined the 
family concern, building oil warehouses 
in Nebraska. The company was sold in 
1921 and Collins joined the sales de- 
partment of Hawkeye Oil Co., Water- 
loo, Iowa. When that company was sold, 
Collins went to Tennessee as sales man- 
ager for Producers and Refiners Corp. 

In 1928 the Tennessee Oil Men’s 
Assn. was reorganized and Collins be- 
came its first full-time executive secre- 
tary. He was active in the formation of 
the API gasoline evasion committee and 
the API code of fair competition (later 
part of the National Industrial Recovery 
Act) and was secretary of both. 

In 1934 Collins became a full-time 
staff member of API as executive secre- 
tary of the Tennessee PIC. In 1945 he 
was named special representative super- 
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vising eight southeastern states. Three 
years later he moved to New York as 
northeastern special representative. In 
1950, Collins went to Richmond, Va., 
as eastern division representative. 

After an active life in the industry, 
Collins now plans to spend a lot of time 
catching up on his fishing. He’s also 
considering raising registered boxer dogs. 

s 

W. Keith Drury, former Sacramento 
real estate manager for Shell Oil Co., 
is now San Jose district manager. He 
succeeds Alfred E. Phinney, retired. 

* 

Wade Maness, Morgan Oil Co., Phil- 
lips jobbers in Laurinburg, N. C., was 
recently selected the top Tar Heel farm 
manager of the year by N. C. Society 


of Farm Managers of Rural Appraisers. 
Maness manages Morgan Farms, Laurel 
Hill, in addition to his oil business. 
& 
Fred G. Crosby, general sales man- 
ager of Sun Oil Co. Ltd. since 1956, 
was elected to the board of directors. 


e 

C. H. Coughlin, recently named gen- 
eral manager of sales for American Oil 
Co., was named to the board of di- 
rectors. 

Amoco also announces that F. Pierce 
Coggshall, Jr., formerly New Orleans 
district manager of asphalt sales, be- 
comes assistant manager of the asphalt 
department. George O. Ross becomes 
manager of marketing operations eco- 
nomics. 
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Roto-Prime Pumps 


Clapinson: Painter-president 


PRESIDENT by profession, painter by 


| hobby—that’s Joseph C. Clapinson. Like 
| other successful businessmen, Clapinson 
| finds painting a relief from big-company 


| pressures. 


He’s no novice, either; his 


| work can be found in several countries. 


| Champlain Oil Products Ltd. 





| Oils Inc., 


Clapinson, who became president of 
last Sep- 
tember, has been in the oil industry 36 
years. He started as a secretary and 
statistician with Anglo-American Oil Co. 
in London, England. He moved to Can- 
ada in 1927 and eight years later joined 
Champlain as assistant to the president. 
He later moved up to vice president, 
director, and executive vice president 
before succeeding R. L. Dunsmore as’ 
president. Dunsmore remains a director. 

Clapinson is married and has one 

daughter, Mrs. J. G. Bowes. 
e 

Carter W. Hazzard, 60, vice president 
of sales for Prairie States Oil & Grease 
Co., died Mar. 24 at his home in Chicago 
after a four-month illness. He is survived 
by his wife, Viola, and two step-sons, 
William O. and Joseph A. Pape of 
Chicago. 

Hazzard was with the Alemite Div. of 
Stewart. Warner Corp. from 1924 until 
1955, the last ten years as manager of 
the petroleum products division. He 
joined Prairie States in 1955 as vice 
president of sales. 


© 

H. Russ Van Vleck, 68, board chair- 
man of Northern New Jersey Oil Co. 
and president of Petroleum Carriers of 
New Jersey, died at his home March 15. 


a 
John J. Blau, 57, president of Blau 
Minneapolis, suffered an ap- 
parent heart attack in his automobile 
March 18 and died a few minutes later. 


© 

Fred G. Cottle, 52, general manager 
of transportation and supply for Im- 
perial Oil Co., Toronto, Ont., died sud- 


For Bulk Plants, Tank Farms, Terminals: a centrifugal pump 
designed specially for handling petroleum products, 
designed for maximum efficiency and positive self- 
priming on suction lifts. 


The cut-away picture above of the Gilbarco Roto- 

Prime illustrates the 9 features which make this 

pump the most versatile in the petroleum handling 

industry. Write today for full information on why 
the Roto-Prime is your best buy. 


| denly March 6. He had been with Im- 
| perial since 1943. 


cm 
Julius S. Seiy, Sr., 75, president and 
treasurer of Lake Shore Oil Co., died 
March 3 after a long illness. He was a 
former president of the Wisconsin Pe- 
troleum Assn. and the Cudahy Chamber 
of Commerce. 
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Coming Meetings 


MAY 


Tennessee Oil Men’s Assn., spring meeting, 
Andrew Johnson Hotel, Knoxville, May 3-5. 


Independent Petroleum Assn. of America, 
semi-annual meeting, Westward Ho Hotel, 
Phoenix, May 3-5. 


Liquefied Petroleum Gas Assn., annual 
meeting and trade show, Conrad Hilton 
Hotel, Chicago, May 3-6. 


API, Lubrication Committee, San Marcos 
Hotel, Chandler, Ariz., May 4-6. 


National Tank Truck Carriers, annual meet- 
ing and trade show, Shoreham Hotel, Wash- 
ington, D. C., May 4-6, 


Indiana Independent Petroleum  Assn., 
spring meeting, Country Club, South Bend, 
May 5-6. 


Connecticut Petroleum Assn., ninth annual 
convention and trade show, Hotel Statler- 
Hilton, Hartford, May 7. 


North Carolina Oil Jobbers Assn., annual 
spring convention, The Carolina Hotel, 
Pinehurst, May 10-13. 


Pennsylvania Petroleum Assn., annual 
spring meeting, Hotel Bedford Springs, Bed- 
ford, May 10-12. 


Gasoline Pump Manufacturers Assn., an- 
nual meeting, The Greenbrier Hotel, White 
Sulphur Springs, W. Va., May 11-13. 


Oil Industry TBA Group, Canadian section, 
Royal York Hotel, Toronto, May 14. 


Louisiana Oil Marketers Assn., annual 
meeting, Hotel Roosevelt, New Orleans, 
May 15-17. 


Virginia Petroleum Jobbers Assn., annual 
meeting, Hotel John Marshall, Richmond, 
May 18-19. 


Virginia Oil Men’s Assn., annual meeting, 
Hotel John Marshall, Richmond, May 20. 


National Oil Jobbers Council, mid-year 
meeting, Ft. Des Moines Hotel, Des Moines, 
May 24-27. 


API, Fuel Oil Committee, Elms Hotel, Ex- 
celsior Springs, Mo., May 27-29. 


API, Marketing Division, mid-year meeting, 
Savery Hotel, Des Moines, May 27-29. 


Fifth World Petroleum Congress and ex- 
position, the Coliseum, New York City, 
May 31-June 6. 


JUNE 


Eastern Biennial Exposition of Oil Heat 
and Air Conditioning, Statler-Hilton Hotel, 
Boston, June 2-4. 


>Petroleum, Packaging Committee, Pack- 
aging I te, meeting and material han- 
dling institute show, (hotel not available at 
publication), Cleveland, Ohio, June 8-9. 


Oil Trades Assn. of New York, Siwanoy 
Country Club, Bronxville, June 9. 


Arkansas LP-Gas Assn., annual meeting, 
Hotel LaFayette, Little Rock, June 14-15. 


Society of Automotive Engineers, summer 
meeting, Chalfonte-Haddon Hall, Atlantic 
City, June 14-19. 


Interstate Oil Compact Commission, semi- 
annual meeting, Hotel Roosevelt, New 
Orleans, June 15-17. 


Wisconsin Petroleum Assn., summer golf 
tournament, Dell View Hotel, Lake Delton, 
June 16. 
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California Petroleum Mktrs. Council, 
summer meeting, Santa Cataline Island, 
June 20-21, 


American Society for Testing Materials, an- 
nual meeting, Chalfonte-Haddon Hall, At- 
lantic City, June 21-26. 


Illinois Petroleum Marketers Assn., sum- 
mer frolic and golf tournaments, Mt. Haw- 
ley Country Club, Peoria, June 24. 


Western Petroleum Refiners Assn., mid con- 
tinent regional-technical-industrial relations 
meeting, Broadview Hotel, Wichita, June 
24-25. 


Maine Oil & Heating Equipment Dealers 
Assn., annual convention and trade show, 
Poland Spring Hotel, Poland Spring, June 
25-26. 

Northwest Petroleum Assn., semi-annual 
meeting, Breezy Point Lodge, Pequot Lakes, 
Minn., June 28-30. 


AUGUST 


>South Carolina Oil Jobbers Assn., annual 
summer meeting, Hotel Ft. Sumter, Charles- 
ton, Aug. 9-11. 

Society of Automotive Engineers, na- 
tional West Coast meeting, Hotel Georgia, 
Vancouver, B. C., Aug. 10-13. 


» National Congress of Petroleum Retailers, 


annual meeting and trade show, Jung Hotel, 
New Orleans, Aug. 16-21. 


SEPTEMBER 


Oil Trades Assn. of New York, Westchester 
Country Club, Rye, Sept. 10. 


Empire State Petroleum Assn., Saranac Inn, 
Saranac Lake, N. Y., Sept. 13-15. 


Missouri Petroleum Assn., annual fall frolic, 
Columbia Country Club, Columbia, Sept. 14. 


Ohio Petroleum Marketers Assn., semi- 
annual conference and golf tournament, 
Hotel Sheraton-Cleveland, Cleveland, Sept. 
16-17. 

»Kentucky Petroleum Marketers Assn., fall 
outing, (hotel not available at publica- 
tion), Lexington, Sept. 17-19. 
Mississippi Oil Jobbers Assn., 
Buena Vista, Biloxi, Sept. 20-22. 
North Carolina Oil Jobbers Assn., an- 


nual meeting, Grove Park Inn, Asheville, 
Sept. 20-23. 


Hotel 





Pennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 20-21. 


American Petroleum Credit Assn., Hotel 
Radisson, Minneapolis, Sept. 27-30. 


National Assn. of Oil Equipment Jobbers, 
Hotel Leamington, Minneapolis, Sept. 
27-29. 


OCTOBER 


California Natural Gasoline Assn., annual 
meeting, Huntington-Sheraton Hotel, Pasa- 
dena, Oct. 8-9. 


Louisiana Oil Marketers Assn., manage- 
ment institute, L.S.U. campus facilities, 
Baton Rouge, Oct. 8-10. 


Tennessee Oil Men’s Assn., annual fall 
meeting, Andrew Jackson Hotel, Nashville, 
Oct. 11-13. 


Fuel Merchants Assn. of New Jersey, an- 
nual meeting and trade show, Chalfonte- 
Haddon Hall, Atlantic City, Oct. 12-17. 


Petroleum Packaging Committee, Pack- 
aging Institute, Goodhue Hotel, Port Arthur, 
Tex., Oct. 12-13. 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 14, 


>South Dakota Independent Oil Men's 
Assn., annual meeting, Sheraton-Cataract 
Hotel, Sioux Falls, Oct. 15-16. 


Packaging Institute, 21st annual meeting 
and trade show, Hotel Statler, New York 
City, Oct. 16-18. 


American Society of Lubrication Engineers 
and American Society of Mechanical Engi- 
neers, joint lubrication conference, Shera- 
ton-McAlpin Hotel, New York City, Oct. 
19-21. 


Nebraska Petroleum Marketers Assn., an- 
nual meeting and trade show, Paxton Hotel, 
Omaha, Oct. 20-21. 


Oil Trades Assn. of New York, annual 
banquet, Waldorf-Astoria Hotel, New York 
City, Oct. 21. 


Independent Petroleum Assn. of America, 
Statler-Hilton Hotel, Dallas, Oct. 25-27. 


National Lubricating Grease Institute, an- 
nual meeting, Hotel Roosevelt, New Or- 
leans, Oct. 26-28. 


First listing. 





HAVE TOMORROW'S STATION TODAY WITH 


“GASILE”’ 
STEEL FORMS 


(T.M. REG. & PAT. NO. 2,767.626) 


WRITE FOR INFORMATION OR PRICES 
ww. B. GOODE COMPANY, INC. 


PHONE ELGIN 9-4470 ° 


2915 WEST LEIGH STREET ~* 
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SEARCHLIGHT SECTION 


EMPLOYMENT 
BUSINESS 


DISPLAYED 


Individual Spaces with border rules for prominent 
display of advertisements, 

The advertising rate is $17.75 per inch for all 
advertising appearing on other than a contract 
basis. Contract rate quoted on request. 

avert ag a 00 per inch, sub- 
ject to Agency Commis: 

An advertising inch is sve %” vertieaity on 
one column, 3 columns—30 inches—to a page 


‘OPPORTUNITIES © 


RATE ne 


EQUIPMENT 
:USED OR RESALE 


UNDISPLAYED 


$1.80 per line, oprines 3 lines. To figure advance 
payment count 5 average words as a line 

Positions Wanted take one-half of above rate, 

Box Numbers in care our New York. Chicago & 
San Franciseo offices count as one additional line. 

Discount of 10% if full payment is made in advance 
for 4 consecutive insections. 

Send NEW ADS or Inquiries to Classified 

Advertising Division NATIONAL PETRO- 

LEUM NEWS, P.O. Box 12, New York 36. 











SALES EXECUTIVE 

Established leading national automotive hard parts 
manufacturer wishes to emp.oy individual Pyith 
experience in T.B.A. and national automotive account 
saies. Must be capable of contacting executives of 
both established and prospective customers. Ex 
penses paid. Salary commensurate with experience 
and ability, Submit background resume and recent 
photograph. 

P-1493 NATIONAL PETROLEUM NEWS 

520 N. Michigan Ave., Chicago fi, Ill. 


ADDRESS BOX NO. REPLIES TO: Box No. 











METER-TEST-TANK 


500 gallon bulk and truck test tank-on 1954 
Ford in very best of condition—Reason for 
selling, the State of Maine has taken over 
testing of bulk meters—See write up on this 
unit in October 1957 Nat. Pet. News. Fully 
equipped with 200 gpm Biackmer Pump-low 
50 gallon test can on track—compartments 


ZONING OF 
MAIL 


Many cities in the United States 
use postal zone numbers as part 
of their address. The use of these 
numbers accelerates and simplifies 
the processing of mail, makes it 
easier for the less experienced clerk 
to distribute the mail, and effects 
earlier dispatch and delivery of 
your mail. 


For this reason, it is important 
that you use zone numbers wher- 
ever applicable. Learn your own 
zone number and use it on your 


for parts, Hannay reel with 75 ft 1/2” hose 

three lengths 24” hose with Ever Tite cou- 

plings—fire-extinguisher—radio-spot light— 

copied in several states as a good testing unit 
price $6,500.00. Send for folder. 


Gould Equipment Co. 
17 Haskell Ave., So. Portland, Maine 


Classified Adv. Div. of le publication, 
Send to office nearest 
NEW YORK 36: 0. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


return address. Obtain the zone 
numbers of those to whom you 
write, and include them on all cor- 
respondence. Your local post office 
will be glad to furnish you with 
any information concerning postal 
zones. 





BUSINESS OPPORTUNITIES 


Bulk Oil Plants Propane Gas Piants—Sel 
properties throu ——. the midwest. We s 

n sel petroleum properties. Ole B Pe 
leum Mastoters, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


Jobber Business annual yolume 3,250,000 major 
oil representation contracted year to year ex- 
cellent earnings 100,000 cash needed for inven- 
tory trucks location upper New York State. BO- 
9652, National Petroleum News. 


Independent Jobbership colting over 5,000,000 
gallons gasoline annually, through owned and eRe, 
leased outlets, in two states of deep south. 
Owner wants to retire. Would consider selling 
interest to man capab'e of assuming manage- 
ment. $50,000.00 handles. Write BO-1441, Na- 
tional Petroleum News. 








ialize 





TRAILERS AND TRACTORS FOR SALE 


One 1951, Two 1952, One 1955 GMC; One 
1956 Ford; One 1957 and One 1958 Interna- 
tional--TRACTORS. Hi-Tensil Steel Transport 
Tanks 3,825 to 5,200 gallon capacity. 
REFINERS TRANSPORT 
P. ©, Box 1165, Nashville 2, Tennessee. 





MAILING EARLY IN THE DAY 


At present approximately 80% 
of the mail is received in the post 
office between the hours of 6 and 
10 p.m., creating a tremendous peak 
period problem. 








FOR SALE 
USED GASOLINE PUMPS 


ALL MAKES AND MODELS 
MID-STATES EQUIPMENT SERVICE, INC. 
1000 S$. 50th Street Philadelphia 43, Pa. 
SAratoga 7-9100 








To process this tremendous vol- 
ume of mail, the post office has to 
schedule 75% to 80% of its em- 
ployees on night duty. Since night 
workers are paid a 10% differen- 
tial, postal costs are increased. In 
addition, because of the larger pro- 
portion of night work, the post 
office is faced with a recruitment 
problem as potential employees are 
attracted to jobs with more desir- 
able working hours. 


FOR SALE 


Tank Trailers—Sale or Lease—4000 to 8300 
gal.—steel & aluminum. Hackett Tank Co., Inc., 
if as Box 803, Packers Sta.—K. C, Kansas MA 


1337 gal. 6 comm. & tank and I Dodge, 274, 272, 
221, 220, 175, ” lines & dump hoses, Nep- 
tune meter, dual A of reel w/1” ew 825 
Firestones, excellent e.g laced with 
larger unit. Painted red. m, phone 
222, Trenton, Tenn. 


1956 Chev. 10700 Series with Five compartment 
tank 2340 gallon capacity equipped with 100 ft. 
reel and meter. Like new condition, Cost $9800. 
Asking $5300. McCleery Service, 72 Tuscarawas 
Rd. Beaver, Pa. SP-4-9854. 











WANTED—USED GASOLINE PUMPS 


Will buy any number of following repairable FOB 
your warehouse. 96-C, 9 G&B. 575 585, 


nett. Quote price, 
model and number of pumps 


W-1502 National Petroleum News 
520 N. Michigan Ave. Chicago 11, Ul. 


ete 











FOR ADDITIONAL INFORMATION 
About Classified Advertising 


Contact The McGraw-Hill 
Office Nearest You 


ATLANTA, .3 
Rhodes- 





WANTED 





Early mailing would cut postal 
costs and stretch your tax dollars. 
Moreover, the reduction of night 
work would enable more postal em- 
ployees to spend evenings at home 
with their families. 


Fuel oil or gasoline not controlled by company 

supplier. Higher the volume the better. Cash or 

re ce no object. W-1540, National Petroleum 
ews. 


PROFESSIONAL 
SERVICES 








DETROIT, 
856 Penobicet Bidg. 
WOodward 2-1793 

. M. WATSON 
LOS ANGELES, 17 


1125 Y. 6 St. 
H Untley 2-5450 
. M. BUTTS 


Haverty Bide, 
JACKSON 3-695) 
M. MSLLER 


The simple fact is, that by mail- 
ing earlier in the day, the peak load 
would be spread out, enabling the 
post office to place a larger amount 
of mail on earlier planes and trains, 
and thus assure earlier delivery at 
point of destination. 


D. J. CASSIDY 


CHICAGO, 11 
520 No. Michigan Ave. 
wk 4-5) 
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PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 
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A Public Service Message From 
NATIONAL PETROLEUM NEWS 
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bottom of the 


@ In Los Angeles, a transport truck smashed into a 
stalled car, spilling 4,000 gal. of gasoline on the Har- 
bor Freeway. 

After 40 policemen and eight fire companies had 
mopped up the spillage, officers asked Booker Wil- 
liams, owner of the car, why he'd left it in the street. 

“I was out of gas,” said Williams. 


@ In Illinois, a motorist ran out of gas several miles 
north of the small town of Greenup. A passing truck 
driver picked him up and drove him into a station in 
Greenup. 

The station operator gaped. “Boss!” he said. 

The stranded motorist, Lolami Keller, is a Shell 
jobber in Effingham, Ill. He controls some 50 stations 
in five downstate counties. But he wasn’t fazed much 
by his embarrassing moment. “This wasn’t the first 
time I’ve run out of gas,” says Keller. “It’s just one 
of those things.” 

















e@ Jobber Ernie Hemming owned an expensive an- 
tique collection. One day he was proudly showing a 
visiting jobber about the house. Ernie rattled on about 
antiques, but his friend could only talk about how 
bad business was. 

Pausing before a rickety chair, Ernie said lovingly, 
“This chair goes back to Louis the Fourteenth.” 

“I understand,” his jobber friend nodded sadly. 
“My bulk plant goes back to my supplier the 15th.” 


@ One of the more outspoken jobber association men 
says it’s okay for suppliers to call jobbers “no-ac- 
count,” presuming they mean commercial. 


e A Texas oil editor is urging his Lone Star cronies 
to swear off coffee. Says he just found out the stuff 
is imported. 
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“Well, let me put it another way: 
if it was a horse, we'd shoot it.” 





e A city policeman in Augusta, Ga., stopped a 
motorist for speeding and asked him for license and 
identification. The motorist fumbled in his wallet and 
came up with a Cities Service credit card. 

The cop took one look at the card and shut his 
ticket book. “Okay, buddy,” he said: “I didn’t know 
you were employed by the city too.” 

The Augusta Chronicle reported the incident— 
and two days later got this letter from Dan Oakley, 
president of Southern Lubricating Co., a Cities jobber: 

“Our phone has been ringing all morning with 
requests for charge cards—27 so far and it isn’t even 
noon. Would you be good enough to explain to your 
readers that our charge cards provide a lot of services, 
but we don’t always guarantee immunity from the 
law?” 


“Next time perhaps you'll think of it while we're getting gas.” 
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Averages 8 loads a day with 
easier-handling B.F.Goodrich hose 


I' your drivers are still using heavy, 
bulky hose, here’s news for you. 
Today, there’s a light, easy-to-handle 
tank truck hose that actually makes it 
possible for drivers to make faster de- 
liveries, more per day. For example, the 
driver pictured above, is averaging 8 
deliveries a day with this improved 
B.F.Goodrich hose on his 1000-gallon 
truck, 

The lightness and flexibility of this 
B.F.Goodrich tank hose is made pos- 
sible by high tensile nylon cord used 
for reinforcement. It’s 20% lighter than 


other hose of the same size. This 
B.F.Goodrich hose can take sharp 
U-turns, or even an O-bend, without 
flattening to cause shutoffs or slow 
deliveries. 

Special rubber compounds make the 
tube of the B.F.Goodrich hose com- 
pletely gasoline-proof, eliminate swell- 
ing or flaking. A wire spiral woven into 
the body of the hose acts as a static 
a on the couplings. The hose can 

e dragged over concrete and gravel, or 
through gasoline, oil or grease without 
damaging the tough cover. 


This new lightweight construction 
now makes a 4” size hose really practi- 
cal. One man can unload it, beak it up 
and reload it on the truck without help. 
By using a “4 size hose, even more 
deliveries can be made each day. 

The improvements in this B.F. 
Goodrich hose, known as Type 82-A, 
can help you get faster deliveries, 
reduced operating costs with your 
tank trucks. Your B.F.Goodrich distrib- 
utor can give you more information. 
B.F.Goodrich Industrial Products Com- 
pany, Dept. M-583, Akron 18, Ohio. 


B.E Goodrich fank truck hose 
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No label in use today carries greater promise / 
af 
of satisfaction than this trademark. It is 
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Tokheim name will excel in every important detail 


INTERCEPTOR MODEL 448. First among the 
unlighted, low contour dispensers, Model 448 

has been repeatedly copied in styling and features. It 
continues to excel, however, by any comparison— 
notably its many low upkeep characteristics 





TOKHEIM CORPORATION, Fort Wayne, Indiana 














NOW — THE INDUSTRY’S FINEST METER 
ot Se, lems. ie) ae 8 |) Cd 9 Ce 





Through research cS ..@ better way 


Smith-Erie filling-station pumps are equipped with the A. O. 

Smith PM-2 meter — standout accuracy regardless of flow rate A 0 Smi 
or pressure. PM-2 assures full value for every drop of fuel de- 

livered, ends the expense of costly replacement. PM-2 meters e Ld 


have measured over a million gallons without need for service. CO 8 P.O. R At 13am 
Whatever motor fuel you are selling now, or will sell in the 


future, the PM-2 meter helps you ring up a bigger profit on Smith 

every sale. Write our nearest office for the full story of PM-2. - 1 
FACTORIES: 5715 Smithway St., Los Angeles 22, Calif.; Erie, Penn. © OFFICES: Atlanta 5, Ga.; Chicago 3, Ill.; Houston 2, Texas; Los Angeles 22, Calif.; 
New York 17, N.Y.; Tulsa, Okla.; Oakland, Calif. © CANADA: Toronto 12 and Vancouver 1 ® A. O. SMITH INTERNATIONAL S.A., Milwaukee 1, Wis., U.S.A. 











